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et the 1947 Keds Kesale Flan 
go ro work fr you / 


4-COLOR ADVERTISING in Nationo! magazines 
with 42,581,760 impressions. Advertising in 
Boys’ publications with 11,536,872 impressions. 
Cooch magozines: 310,211 impressions. 


DEALER MAT SERVICE is available without 
charge to you. Illustrations from the Keds No- 
tional advertising compaign are included to give 
punch fo your local advertising. 


KEDS HANDBOOK OF SPORTS AND GAMES 
is available to Keds’ declers. Comprehensive 
coverage of all sports ond gomes of interest to 
your young customers. 


KEDS HANDBOOK DISPLAYS AND MATS ore 
cvailable to bring boys and girls into your 
store for this valuable Handbook of Sports 
end Gomes. 


KEDS LETTERS DISPLAY. Cut-out and stand-up 
letters in full color cre aveilable to you for 
s ond counter disploys. 





Establish your store as Keds head- 
quarters with the tremendous power of 
this Keds re-sale program. 

Keds, best-known name in canvas, 
rubber-soled shoes, has been an im- 
portant traffic builder for over 30 years 
in finest stores across the country. 

There is no finer prestige name than 
Keds. The American public respects 
the name Keds in your store. 

Your Keds salesman will furnish 
you complete, tested Keds sales ideas. 


‘o Keds 
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From the moment when an 
inspired shoe fashion ap- 
pears just as a gleam in its 
creators eye until the 
achievement-in-leather 
graces a feminine foot...the 
first consideration with those 
who know is the superb 
beauty and adaptability of 
Tandrite Calf. 


HUiBSCHMAN & SONS. 


LADELPHIA. 





Pal 
“g 4 


NDRITE CALF 


ENG 





eer 


eee eee eke te ee ee ee 

















“LIDO FAIR" 
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Paramount Shoe Mfg. Co., St. Louis, Mo. 
Tandrite Calf, Color No. 572, Town Brown 
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5 
ily the line where quality 
and volume meet 


Vitality Shoes have a very special talent for fit—the heel-snug, 
stay-snug fit all women seek. Once experienced, a Vitality fit is 
i an unforgettable joy and comfort. Couple this with Vitality ever- 
new styling . . . and you can easily see why Vitality Shoes are 


such a success in finer stores all over the country. It all adds up 
— giving the customer more for her money means there's more in 
this fast-selling line for you! 





Vitality Open Road Shoes for Ovtdoor and Compus Wear 
Made by America’s Largest Shoemakers 








VITALITY SHOE COMPANY, DIVISION OF INTERNATIONAL SHOE COMPANY, ST. LOUIS 3, MO; 
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Today’s feature attraction: 





4 great national magazines are 





carrying the H-R story to millions of | 
men. Watch for these ads in the Post- 
CoLtiers - LiBerTY- Esquire. 


— distinctive new newspaper 


oom advertising service 








. pont — 2 new window display programs | 
/ | 


— and other sales selling helps 
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Holland-Racine Dealers 
place a high value on their inde- SUPPORTING THE SALES EFFORTS OF 


pendence end so do we. Seeing eye THE INDEPENDENT SHOE MERCHANT 
| to eye on the importance of this 





independence, we seek at all times 


to strengthen it, never to compete eeeeoeeeeeeenseaeeeeeeeneeseneneeneee 





with it, through company stores. 
Se mat | | 
La = ss | 
Ceeeucts ~ PRIVATE ese gy ier FOR <page yng —— ha oes 
mprehensive, Nat —_ Adv —_ ed 2 he ads ss nly 
by in independent dealers whe e professional hands thee Biting: do uble urance 
stomer satis 


HOLLAND-RACINE SHOES, une. micuican 
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MEANS MORE BUSINESS THAT 


IS THE BEST KIND OF BUSINESS-- 
staple, steady and profitable. 





What's your estimate of the “women in white” in your 
own trading community? Registered and practical nurses; 
doctors’ and dentists’ assistants; manicurists and beauticians; 


women in bakeries, restaurants, food and candy factories, etc.? 


What's your ratio of staple-styled, white shoe sales to 


your own estimate? 


Thousands of shoe stores and departments can greatly improve their business by building 
up stocks of white kid shoes so that women in white can get fitted properly and regularly 


. . and not have to hang-on to old white shoes until they are lucky enough to find their 


desired replacements. 





G. LEVOR & CO., INC. Tanners Since 1876 GLOVERSVILLE, N. Y. 
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still on top! 















For many war years, Shoe Manufacturers were forced to accept substitute solings to do 
the job of genuine leather. The familiar American Oak shield was missing from the bottoms 
of a lot of civilian shoes. Now, the famous trademark is back on the bottom of these shoes. 
And the fine, time-tested quality that has made American Oak Leathers outstanding for 
over 65 years, has put this seal again at the top of the shoe manufacturer's list. 


Remember, that for true foot-comfort, there is no satisfactory substitute for genuine, 
breathe-able sole leather. Remember that this statement is backed up by medical authorities 
as weil as leading shoe manufacturers. Remember that foot-comfort means customer-satisfac- 
tion; and customer-satisfaction means more business for you! 


Remember, too: American Oak; again on the bottom—and still on top! 


THE AMERICAN OAK LEATHER COMPANY 


CINCINNATI CHICAGO ST. LOUIS BOSTON 
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to the newest fashion tunes. Walk-Over keeps an 













ear to the ground—then takes advantage of news 
flashes by designing, manufacturing and 
advertising shoes that harmonize with 
the latest trend in clothes. That’s why 

Walk-Overs sell so easily—why they're 


naturals for repeat business! 


Have you seen 





our line lately? 


Geo. E. Keith Company, Brockton 63, Mass. e New York Sales Rooms, Marbridge Building —822 and 906 
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TRADE MAR* REG 


~ : The Driver is Avon's thick rubber 
| sole for the all-purpose shoe for men 

V Q who like them rugged. It’s red, resilient, 
flexible, not too heavy, and all in one piece 

for economical application. Put the Driver on the 

shoes you make for young men on the campus and in 
business. And how golfers who like rubber soles will go for this 


one! Those clever ridges really grip the turf. 


AVON NATIONAL ADVERTISING oppeors in 


these five leading national magazines in 1947. Over 
the years Avon's consistent consumer advertising has 
made the Avon stamp on the sole the symbol of a 
quality shoe. 


AVON SOLE COMPANY 


AVON -. MASSACHUSETTS 


So i947 


SPECIALISTS IN THE PRODUCTION OF QUALITY SOLE MATERIALS FOR THIRTY-FivE YEARS 
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HIDDEN WINDOWS 
conceal your best 
advertising, yet 
protect so little. 


SUNSHINE 


gave me 
Ni ghimares 


... Lil I discovered 


Transparent Shades 


TRANSPARENT SHADES pre- 
vent neediess fading, yet give 
shoppers complete visibility. 
Lower display costs; more sales! 


pE CO. 
TR ANSPARENT = « TRinity 0851 


\ 
501 W. Figueroe St. = Los Ange 
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NO PROTECTION 
Me a 
goods, and heavy 
display losses. 


Yis sir, you can stop your worries on sun-fading. 
Just install Transparent Shades! They let you SAFELY display 
even delicate colors — let you say goodbye to sunburn “discount 
sales” or complete losses. At the same time, Transparent 
Shades increase sales by keeping your windows attractively 
visible on brightest days (no need for hiding with awnings 
and such). Remember, too, they're easily operated, long 
lasting, and economical! 


Merchants everywhere are saving money with Transparent 
Shades — more than a million of them. See for yourself all the 
money-saving facts. Mail the coupon or write for this free 
illustrated brochure, today. 


| Transparent Shade Co., P. 0. Box 2135, Dept. BS 6 199 
| Terminal Annex, Los Angeles 54, Calif. 

, Yes, send without obligation your illustrated brochure, “Sun Protection 
| plus Visibility through Transparent Shades.” | want to stop needless fad- 
| ing and hidden displays—to cut my display costs and increase sales. 








Name Position 





Store Name 


























is the leather that sells your shoes 
in this day of critical customers 


The smart dresser is usually a smart buyer. This 
is especially true today—your best customers 


It's in times like these that the shoe retailer 
values the extra talking points of Cretan Calf. 
The smooth, unglazed finish, the permanent, 
supple softness, and the rich, warm colors of 
this popular vegetable tannage signify true 
quality to everyone, no matter how particular. 


Quality merchandise in your store is the best 
form of good-business insurance. So check the 
popular Gallun numbers in your orders to 
leading manufacturers. A. F. Gallun and Sons 
Cor poration, Tanners, Milwaukee, Wisconsin 
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are quality-minded, and look twice before they buy. 
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Dlagre CURTIS of Bourse 


Comfortable? You bet! And smart in any setting. 
CurTIS hand-woven shoes have everything in styling, top 
quality materials, craftsmanship. Get America’s finest shoe values 


OS a : me 5 - , = 
~~ > at your CuRTIS dealer. The CuRTIS hand-woven shoe is Style No. 450. 


(C id ’ Copyright 1947, Curtis Shoe Company, Inc. 
| 
CURTIS 


Aoes for Wien 








Your Sales Grow! 
SOLES BY Rajah 


Plant the seed of information in your customers’ minds about 
the all ‘round excellence of Rajah Soles. You'll find that 
cushion comfort and longer wear are points that make for 
fertile sales soil. A little spade work on your part will result 
in a bumper crop in the sales department, because 


harvest time is all season long when you feature Soles by Rajah. 


U.S. PAT. OFF 


ram \ Rajah SOLES 


Fine Soles for Fine Shoes 
Founded 1837 


At_reeo Bate RUBBER COMPANY, NORTH QuINncYyY 73, MASSE 
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Ce Glad rtu Utter tn, shoe compar 


*"SLIPPER-FREE WHERE 
YOUR FOOT BENDS” 


Bates turns new customers into old ones by promoting:* 
“Slipper-Free Where Your Foot Bends” . . . 
dramatic interpretation of the comfort that 
comes from invisible extra width across 
the ball of the foor . . . built into 
all Bates Originals. Made in 
Webster, Massachusetts 
since 1885. 





Acs OS «CO... 


redio transcriptions, disploys, etc 
Copyright 1947, Bates Shoe Co. 
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They just can’t take it! 


Genuine reptiles are usually bark- 
tanned and are quickly and perma- 
nently discolored by steam. 
De net attempt te steam-softer 
thermoplastic bex tees in rep- 
tile uppers. Get your Beckwith 
agent’s recommendatien in 
advance of cutting uppers. 
Depending upen which prac- 
tiee your conditions best faver. fall 
he can elther supply yeu with . 
dry heaters er arrange fer your 
temporary use of canned pre- 
pared solvent bex tees which 
require ne solvent wet- 


ting at pulling-ever. 
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Slaps “timely and practical.” 

aaa “finest moccasins we've 

= seen in years.” 
| aa 
A . “just what merchants 
|B need today.” 

= . “big help in boosting 
t 2 our unit sales.” 

E 

. “very pleased so for 














ond foresee steady sales.” 


These ore quotes from letters received with re-orders for 
SONGOS - - - genuine moccasins, vomps hand-sewn by the 
best craftsmen, fine leather soles, top-grode upper stock 












IN-STOCK, 


IMMEVIA IE 
DELIVERY 


AAA6/9 AABAS/O BEL39 


810—Brown Send a trial order today — 
shipments in 12 pr. containers. 

You'll re-order fast 

and often! 





808—Brown 
809—Red 


Send orders and moil to N. Y. Office. 
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How to Improve 


Your Sole Laying 


It’s just this simple: use a cement that matches exactly your needs 
for the job. 

For example: Be Be Tex 7785, a machine cement, is particularly 
good for oil treated soles. Used on regular soles, it leaves a heavy 
film and has the added characteristic of overnight tack. Other 
Be Be Cements for soles and bottoms, either latex or solvent types, 
have been developed to meet normal and special conditions. 

Do you need overnight tack? Or weekend tack? Is rub-off im- 











portant? Do you want a solvent cement that breaks well without 
stringing from the machine? 
The Be Be Cement that is practically “custom built” for each of 


your requirements is described in “we Adhesives.” 


Cements for General Shoemaking Operations 


LATEX TYPES 

















"GAC ADHESIVES”’ 


This useful handy reference list caralogs 91 
general shoemaking adhesives including over $0 
Be Be Cements. Indicates 
method of application 
and adhesive properties. 
Arranged by factory 
operation for easy 
evaluation of each - 
adhesive. Your United ; 
man has a copy for 
you. 


0 e cor w PC y — 


Distributed by United Shoe Machinery Corporation, Boston, Mass. 
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Look! another 
Prospect! 


for the 
NEW LINE = 















There are hundreds of these “‘shoe-taker-offers” — all 
prospective customers of yours. They're easy to spot. 
They take their shoes off the minute they get home, and 
rub their aching feet with relief. 





Yes, survey after survey shows that fit and feel rank tops in the appeal of 
men’s shoes. So, with smart styling plus good, honest shoemaking, this new 
line is a natural to go places. Take a look at the Ward Hill profit-making 
3-way sales program: 


1. AN HONEST SHOE! Planned for comfort ... that’s Ward Hill! 
Plus honest shoemaking and great good looks styled by William 
Leon Knipe. Made by a manufacturer for over 60 years famous 
for fine shoes. 


2. NATIONALLY ADVERTISED! Ward Hill takes a man’s problem of 
fit and feel to heart. Shows him the hows and whys of comfort. 


3. CONSUMER EDUCATION! Ward Hill Shoes are out to help you 
get more satisfied customers through better fit . . . devoting 
thousands of precious dollars to get each of your customers to ac- 
cept the shoe dealer’s judgment — your judgment — and no 
longer insist on buying the wrong style shoe for his type foot. 


Hi 


WARD HILL SHOES are sold through a very limited number ot care- 


fully selected dealers. For more about this new branded line, Ward oe 
Hill Shoes, write to Knipe Bros., Inc., Ward Hill, Mass. re 
soot 


‘\ 


KNIPE BROS., INCORPORATED ° WARD HILL, MASSACHUSETTS 
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Talk About Comfort ...Here’s the 


“NEOLITE SOLES 





Here are the 


la Kes 


of Successful 
Selling with 
NEOLITE! 














Smart salesmen are using this quick, easy 
demonstration to fatten sales averages... 
and to build store profits ...every day! 


Once customers hear NEOLITE Soles need no 
breaking-in and convince themselves in 25 steps— 
they walk out of the store in brand-new shoes— 
another sale for you! NEOLITE comfort plus long 
wear, plus protection in all weather keeps people 


coming back for more! 


We're telling people about NEOLITE in the big- 
gest advertising campaign in our NEOLITE history. 


16 


Val it! 








CUSTOMER: There must be a new shoe somewhere 





that doesn’t have to be broken in—and I’m going to 


SALESMAN: Lady, you've found it! These shoes 
with NEOLITE Soles need no breaking-in. You can 
prove it to yourself with 25 steps. 














You'll see colorful ads in Life, Vogue, Harper's 
Bazaar, The New Yorker and Parents’ Magazine. 
You'll hear exciting announcements over scores of 
radio stations throughout the country—all telling 


your customers of the tremendous success of NEOLITE. 


Use this success and this advertising support 
to build business and profits. Order NEOLITE Soles 


on your men’s, women’s, and children’s lines today! 


GOOD FYEAR 
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e | Sales Story of the Year! 





need no breaking-in !”’ 


-ee 29 Steps Prove It! 








CUSTOMER: I never realized new shoes could be CUSTOMER: You've got a steady NEOLITE customer 
8 so easy on feet—NEOLITE Soles are comfortable. from now on. That quick demonstration of NEOLITE 





SALESMAN: Lady. vou get more than comfort comfort convinced me there's nothing like it. 

: y, you g 
with NEOLITE ...it outwears the finest leather, SALESMAN: You and 20 million others! People every - 
provides a firm platform for your foot, and helps where enjoy the comfort, longer wear and style of 
preserve the smart lines of your shoes! NEOLITE Soles! 


~ 














Step on it! 20 million people enjoy 


NEOLITE SOLES 


The only sole offering all these advantages! 
Needs no breaking-in—25 steps Helps keep shoes in shape. 





MARK THIS prove it. Forms a firm platform for foot. 
som MARK! Far outwears leather—yet light —_[nsulates the foot against heat 
Only genuine in weight. or cold. 
NEOLITE Soles bear Completely waterproof. Most comfortable shoe sole made. 
the name “NEOLITE” Non-skid—wet or dry. Does not mark floors. 
Not rubber, not leather, not Nationally advertised—on radio, 
plastic, not fabric. in magazines. 
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Fit your child customers to these sturdy 


shoes that fit normal feet and encourage natu- 

“ral healthy development. Made on carefully 
designed -lasts, in the classic pattern that 
children want and parents approve. _ 














“Here is @ line of shoes that makes steady, 
year in-year out profit in any children’s de- 
partment. In stock now in a full range of styles, 
sizes 8% to 3. 





Address inquiries to 
NATURE FOOTWEAR DIVISION 


oot an 


(6. 4e 


| f hioferd Saber 


NGTON ave 


17.™ 


420 Le*' Y 
N.Y ue 5°35095 


T | hilelerd Vper C6 he 


3563 Wiusniee Buvo. 
CHARLES KR. WAROWELL Los ANGELES 5, CAL. 
FEoerma. 1129 


/ / hileferd Si 


w. T- WoRTHEN 


/ / hileferd Sper (Oe 


120 So. LaSauce Sr. 
Cmrcaco 3, lu. 
JOHN R. PITT Fesnmun 1684 


Company Specializing 
in I5rand llame ‘Tissue Wraps For IIlore 
Beautiful, More Practical Shoe Packaging 


* DESIGNED PACKAGING PAPERS 
For The Sole Purpose Of Promoting The American Brand Name. 


NEW YORK - BOSTON - CHICAGO - LOS ANGELES - GREENSBORO 
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FOR FASHION FIRSTS | 














It is more than a simple “trial”! ! ! 
The designing-fitting program that accompanies every United Last style 
reflects the careful judgment and close cooperation of the Shoe and Last 
manufacturer. It is lastmaking skill that compounds the qualities 
of fit with the fickle desires of today’s feminine vogues and 
fashions. That is why United Last “Reproductions in 
Maple” continue to bring enthusiastic response 


from shoe centers the nation over. 
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30,155,031 Headlines like this 


will help you sell Jarman Shoes! 













* One, two, three, four, five . . . up to 30,155,031 times that 

) “big-as-your-fist” circle shown at the top of this page will pound home 
Jarman’s advertising theme for Fall, '47. In all, nine full page ads each 
featuring three Jarman styles in full color will appear in Life, Post and 
Esquire (three in each magazine). And each ad will tell the men of America 
to choose their Jarmans at their local Jarman dealer's. For you this 
“Look Smarter” and “Feel Better” campaign means your Jarmans will 
sell easier and turn faster. And as a final step in assuring you an even 


more successful season, Jarman has an entirely new window display and 





promotion program. Your Jarman salesman will call soon with full details. 


JARMAN SHOE CO e DIV. GENERAL SHOE CORP «¢ NASHVILLE, TENN. 
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in COLBUK 









































COLBUK* is beautiful leather, definitely for shoes in the higher 
price brackets. It makes shoes that look that way, too. 
For example, this aristocratic style by Stetson, made of Colonial 
COLBUK in smart sand beige. For richer texture and fashion- 
right colors, it’s Colonial COLBUK. Write us for samples today. 
Colonial Tanning Company, Inc., Boston 11, Massachusetts. 


* TRADE MARK REG. 
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F any white shoe has to be light, flexible, comfortable, 









cool, durable and easy to keep white, it’s a shoe for young women in white! 
So naturally The Juvenile Shoe Corporation of America makes the famous 
CLINIC SHOE of BROGANDI . . . for Brogandi, the quality goatskin tanned by 
John R. Evans, has all these qualities. So much so that Brogandi 


is featured in Juvenile Shoe Corporation advertising. 


TM REG. US PAT. OFF 


©1947 
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AN EVANS LEATHER 








JOHN R. EVANS & COMPANY, CAMDEN, NEW JERSEY Est. 1857 
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Your Shoe Polish Inventory 


© 
RU SR ea 









it its ESQUIRE SHOE POLISHES 


Today, you can’t afford to take chances. You 
can’t afford to “stock and be stuck” with un- 
known off-brand, slow moving shoe polishes. 
You can’t afford to tie up your money in inven- 
tory... unless you're 100% sure of its resale value. 


You know you're safe with Esquire Polishes! 

¢ National Advertising guarantees continu- 
ous consumer demand. 

© Esquire quality makes 9 out of 10* buy it 


again. 

© Accepted by the consumer as the fines? 25c 
shoe polishes on the market . . . 25c before 
the war, during the war . . . 25<c NOW! 


REMEMBER ... ne one has ever lest a penny on ESQUIRE POLISHES 


26 





Products of KNOMARK MFG. CO., INC., BROOKLYN 5, N. Y. 











*independent Survey Proves 
when each new user of Esquire 
Polish was asked if he or she in- 
tended to buy Esquire Polish 
again, 89 out of every 100 said 
they would. Yes, 


9 out of 10 
will Buy it Again 
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Whal ts this 
“CONSUMER RESISTANCK” 


anyhow ? 








@ Everyone is talking about price resistance... 
meaning that maybe it isn’t as easy to sell 


some things now as it used to be. 


But, when the public has confidence 
in a brand name, and can see the 
superiority of the product, there 
really is no difficulty in selling. 
The unvarying high quality and 
greater wearing satisfaction of Keith 
Highlanders keeps them in such 
demand that we still can’t make 
enough to supply our dealers. There 
is no resistance to Keith Highlanders! 


Keith Highlanders reflect a heritage of craftsmanship 
handed down through seven generations of the Keith 
family —a shoemaking tradition 189 years old. 


THE PROUDEST NAME IN SHOES 
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A. HABIT TO JOE... 





HE 


~ORaidap es 





...YET BOTH WANT THE SECURITY 
your P.S. Plan Provides 


HAVE YOU told all your new or recently hired employees about the benefits 
of the Payroll Savings Plan for the regular purchase of U.S. Savings Bonds? 
Wage earners, according to a recent nation-wide survey, want security 
more than anything else. They prefer security to big pay, soft jobs, au- 
thority, “success.” 

There is no surer way to this peace of mind than systematic savings. And 
what surer, safer, better means can your employees find than payroll allot- 
ments for U. S. Savings Bonds? Bonds that return $4 at maturity for every 
$3 they invest! 

Your active support of the Payroll Savings Plan is an investment in 
employee contentment, in the citizenship of your community, and in the 
security of America’s future. This is practical “employee relations” of the 
highest type and pays dividends of satisfaction to everyone. 

Start a drive today for larger participation in the plan. Many employees 
may be unfamiliar with its advantages. If you want literature for distribu- 
tion, contact your State Director of the Treasury Department's Savings 


Bonds Division. 





“NEW IDEA” TO HIS NEPHEW 





New 
Savings Bonds Plan 
won't affect the 
PS.PR 


Tue Treasury Depart- 
ment and the banks of Amer- 
ica are making it possible for 
farmers, doctors, and other 
self-employed people to par- 
ticipate in “automatic” Bond 
buying by special arrange- 
ment with their banks. This 
extension of the Savings 
Bonds program is not a partial 
payment plan and is intended 
only for people who are not 
in a position to take advantage 
of the Payroll Savings Plan. 





The Treasury Department acknowledges with appreciation the publication of this message 
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This is an official U.S. Treasury advertisement prepared under the auspices of the Treasury Department and The Advertising Council. 
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From Every Unagle 


tsa Pretty Picture 


Alert footwear buyers, all 

along the eastern seaboard, know that 
Philadelphia offers more buying advantages than 
any other shoe market. Yes, from every 

angle, the buying advantages of the Philadelphia 
market make a pretty picture. On your 

next buying trip, see for yourself. 


MAKE PHILADELPHIA FIRST. 










FROM EVERY ANGLE... PHILADELPHIA IS FIRST IN FOOTWEAR 


Lower freight rates to most points 
Greater number of “good” houses 
Most centralized market on East coast 
All houses located on one street 


¥ 2 ew = 


PR -P 


Close to all major train terminals 10. 


Close to famous hotels and restaurants 
Cordial and friendly atmosphere 
Faster and better service 
Complete price range and selection 
Close to manufacturing resources 


PHILADELPHIA SHOE WHOLESALERS’ ASSOCIATION 
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Audit Bureau of Circula- 
tions, organized in 1914, is 
a cooperative and nonprofit associ- 
ation of more than 2800 publish- 
ers, advertisers and advertising 
agencies in the United States and 
Canada. Working together, these 
buyers and sellers of advertising 
space have established definite 
standards for measuring and uni- 
form methods for auditing the 
circulation of periodicals and 
newspapers. Only publications 
with paid circulation are eligible 
for membership in the A.B.C. 
The Bureau has a staff of experi- 
enced circulation auditors who 
make an annual audit of the circu- 
lations records of each publisher 
member. Based on these audits 


the Bureau issues A.B.C. reports 
which tell how much circulation 
a publication has, how much sub- 
scribers pay, how the circulation 
was obtained, where it goes and 
many other facts essential to the 
sound investment of advertising 
money. Of special importance to 
business paper advertisers is an 
occupational or business break- 
down of the paid subscribers. This 
tells you how much of the toral 
circulation represents a logical 
audience for your advertising and 











o-<——~. > 








How our membership in the : 
Audit Bureau of Circulations gives 
constant protection to the advertising 
in these pages. 







a market for your merchandise. 
In addition to the annual Audit 
Reports, the Bureau issues semi- 
annual Publisher’s Statements. 


Guesswork and waste are 
avoided when you select advertis- 
information. Always make A.B.C. 
reports your starting point when 
you buy advertising space. 

This business paper is a mem- 
ber of A.B.C. Ask for a copy of our 
A.B.C. report and then study it. 


7. ~ » 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


comes possible > = reach aoe 
groups effectively with specialized ad- 
vertising 
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QUALITY. STYLE, FIT 


greater colume 


o 
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THE SHOE THAT WEARS 








* Genuine Goodyear Welts 

* Styles for boys and girls 

* Infants, children's, misses, grow- 
ing girls 

* Widths A to E 

* Retail franchises still available 


* Write or wire your nearest dis- 
tributor 


Brown Elk Oxford, Wing Tip. 8!/2-!2, 
122-3. B, C and D widths. 


White Elk Center Buckle Strap, 
8'/,-12, 1242-3. B,C and D widths. 


Brown and White Elk Saddle Oxford, 
8'/,-12, 1242-3. B, C and D widths. 





HY-QUALITY SHOE CO. WEST COAST SHOE CO. 
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Evelets Alvke as Peas ina Pod... 


Actually United Eyelets approach a uniformity far beyond “peas in a 
pod.” Carefully screened, time after time, they are controlled to fall 
within narrow tolerances. You are assured fast, continued production... 
added quality in your shoes. 
UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ALL-WA¥S 


Good Standing 





Men always pay attention to shoe styles and foot 


ease, when Summer comes. Packard's attention to 
in good standing 


men’s preferences is visible in every line of 
























Packard’s masterly construction. 






































es > 
7 - 
. 
Seecaceee*® 


M. A. PACKARD COMPANY 


BROCKTON, MASS. 
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in announcing 


Style Stuaio at 
Roston, 
f\0 invitatio 
friends in the shoe 1 


to visit the new stuaio rooms. 


ficial 
The latest styles in 
gether with the 


| 
u all ed manuyac 


opening week wi 

lasts 

latest materia 
t 


turers. 


hand to greet the \U nitea |_ast Company § 
tienas will be: 


many | 
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Like all styles approved by Boot and Shoe Recorder, this man's leisure shoe will 
be accepted for buying action by the nation's leading retailers and wholesalers. 
Buyers know that style trends are clearly defined in each issue—interpreted 
against a background of long experience and close contact with every factor in 
the shoe industry. They study the Recorder religiously — for the authoritative 
forecasts of its editors, and the complete cataloging of new styles presented by 


its many advertisers. 


A CHILTON © PUBLICATION © 100 EAST 42d ST., NEW YORK 17, N. Yu 
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A favorite! 


He’s a favorite with mothers because he stands for a line ot 
high quality, reasonably priced children’s shoes. 

He’s a favorite with shoe dealers because he boosts turnover 
and builds repeat business. Here’s why: Each month, Trimfoot’s 
Baby Deer is featured in national advertising that, according 


to scientific measurement, attracts more readers than any com- 


peting shoe advertisements. 


These ads tell mothers the story of Trimfoot Baby Deer and 
Pre-School Shoes. They highlight ““Cuddle-Back,” Trimfoot’s 
patented feature. And they supply the extra sales advantage 
you need to build a steadily increasing volume of repeat 
business and profit. 


Write for complete information about the Trimfoot line today! 


y, ¢ 
SABY DEER 
SHOES 





SHOES 


TRIMFOOT COMPANY, TRIMFOOT TERRACE, FARMINGTON, MISSOURI 
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GERDA 


Gaelwuwes in Rich Black Suede 


(Trade Mark Pending) 


Delivery — June and July 


6312—Envelope Oxford. 
Arrabuk Platform. 
Sizes 4-9 M Widths 
$2.35 Z 
6314—T Strap, Roller Side 
Buckles. Arrabuk Platform. 
Sizes 4-9 M Widths 


63 15—Sandal—Roller 
Side Buckle. Arrabuk 
Platform. 

Sizes 4-9 M Widths 


6215—High Wedge San- 
dal. Suede Covered Heel. 
Sizes 4-9 M Widths 


6321—Step-in, Lieutenant 
Bar, Jester Pump. 
Arrabuk Platform. 

Sizes 4-9 M Widths 


$2.45 


6216—Criss-Cross Sandal. 
High Wedge Suede Cov- 
ered Heel. 

Sizes 4-9 M Widths 


$2.85 


Casual sales carry right straight through the seo- 
sons with these GALURE Casuals in rich black 
suede with fine, no mark, durable soles. They 
breathe Quality and good taste just as they breathe 
Summer and fun . . . Exactly the fine Casual you 
would expect from Gerda. 


Packed in the new, attractive GALURE Boxes 


GERDA Footwear co., inc. 


158 DUANE STREET* NEW YORK 13, N.Y. 
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Genuine 


PINE TREE 
tt ASINS 


Retailers attending the recent Nationa 
Show know how these famous moccas 


claimed — and bought, — another positive p 


nation-wide consumer preference! 


HAMMOND MOCCASINS, we. 


BANGOR, WAINE 
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TO, THE WOMEN IN THE FAMILY 

















There are AIR-TRED shoes for daughter, mother 
and grandmother. 

The AIR-TRED factory is increasing production by 
thirty-five percent to care for new and consistent re- 
peat business from these three age-groups. 

If Your store will not conflict with any AIR-TRED 
dealer write for further information regarding this 


famous line! 


AIR-TRED SHOE CORP., AUBURN, MAINE 














en oy Largain LEADER 


FOR EVERY DAY IN THE SHOE SELLING CALENDAR 
IN-STOCK 


FOR ir btete son 
IMMEDIATE DELIVERY io" >is 


PRICES: 


Net 30 Days 
F. O. B. Scranton 















Hip Boot—Gov't Sur- 
plus — First Quolity — 
Sizes: 1-4; !-7: 2-8; 7-9- 
7-10; 411: 2-12...$4.85 


Gov't Surplus—4 Buckle 
All - Rubber Arctics — 


Boys’ Retan Split 
Clodhopper Cleat Heel 
and Toe Plate—Black 
or yer y 10-13 
—$8.25; |-6—§$2.35 

Boys’ Black Tennis—Sizes 2'/2- 
6-2 poirs cose 1.3 
Boys’ Brown Tennis — Brown 
Rubber Sole—(Same size and 
case as above) ...... $1.50 
Youth's Brown Tennis—Brown 
Rubber Soles — Sizes !/-2 — 
24 pairs case $1.40 


Men's 8 Felt Shoe— 
Lot No. 8308 — Sizes 
il, ctepecdenatanl 
















Men's Brown Goodyeor 
Welt Loafers — Neolite 
Lot 707-R) or Leather 
ole (Lot 707-L)—Sizes: 
610: 7-11|—$450 per 
poir 






Men's Goodyear Welt 
Ton Wing Tip—'* 
double Leather Sole— 
Sizes 6-!!—Lot No. 5220 
4.50 










Men's Brown Zapon 
Everette — Sizes 6-1 /— 
3% pair case—Lo? 5225 
—$1.00 per poir 


Business is brisk for retailers featuring these Levy specialties. Day after day they 
sell, and keep selling—and as fast as they do, Levy's prompt In-Stock Department 
rushes new sizes to fill their shelves. 


Order direct from this page. Make your order a Monday morning must. Remember 
, . there are many other items in the Levy stock. If you don't see whet you want, write 
anew Sole yw a or wire your requirements. 
Heel — Full Last — 3% 


ae B. LEVY & SON 


305 PENN AVENUE SCRANTON, PA. 
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THE FLORSHEIM SHOE COMPANY «+ CHICAGO «+ MAKERS OF FINE SHOES FOR MEN AND WOMEN 
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by EUGENE J. HARDY 






Before this issue of BOOT and SHOE RECORDER reaches its readers, the 
last vestiges of wartime control affecting the leather and allied industries, 
namely, the remaining export controls on hides, skins and leather, will have 
been wiped out. Complete removal of these controls, effective June 1, was an- 
nounced May 22 by the Office of International Trade. 


Members of the Export Policy Committee have been studying the problea 
and apparently have decided that the domestic supply situation is now 
sufficiently improved to warrant this action. 


The Administration has asked Congress to grant a 12-month blanket 
extension of the’export control powers which are now slated to expire on June 
350. Such an extension will enable OIT to coordinate the exports of scarce 
materials with our economic foreign policy. It will also enable this agency to 
reimpose controls on any commodities that have been released should the supply 
Situation again justify such action. 

Strengthening the belief of the export control officials that the 
controls on hides, skins and leather should be removed is the fact that prices 
have not risen, except for a brief flurry, on heavy hides and leathers since 
they were released from control on April 1. Another factor entering into the 
decision to lift these controls is the indication that domestic supplies of 
cattlehides will reach record levels this year. 


= S.. -a 


One of the members of a cotton mission now in Germany is an old friend 
of the leather and shoe industries, J. G. Schnitzer, Chief of the Commerce 
Department's Textile & Leather Division. The mission is to close a deal for 
substantial purchases of American cotton by German interests. While not con- 
cerned with footwear on this particular mission, it would be naive to assume 
that Mr. Schnitzer will not have as complete a report on the German shoe 
industry as it is possible for him to obtain during his spare moments. 


oe 2 @ @ 


Czechoslovak footwear production has increased steadily, despite 
wartime damage to the factories, and is now averaging more than 2,500,000 pairs 
a month. Much of the increase is due to the return to large-scale production of 
the shoe factories at Zlin, previously Bata's largest, and now a part of the 
nationalized industry. Practically all of this production is being consumed 
within Czechoslovakia with only limited exports going to other European 
countries. Initial Czech efforts to reestablish their markets in this country 
have not been successful. 
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Swiss shoe production in 1946 is estimated at 85 percent of the pre- 
war average, as compared with 74 percent in 1945. The principal limitation to 
production was the labor shortage. Production of leather has increased sub— 
stantially, as a result of larger imports of hides. Shortages of tanning 
machinery, formerly purchased from Germany, is a limiting factor. 


Exports of Swiss shoes (almost exclusively better grades of women's 
shoes) in 1946 amounted to 591,000 pairs and almost tripled those of 1945, when 
207,700 pairs were exported, but amounted to less than half the 1938 exports. 
Switzerland is now supplying the largest portion of U. S. imports of quality 


women's footwear. 
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MOCCASINS 


ARE MADE FOR OUTDOOR WEAR 














featured in 


an 
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SOLE IS MADE 
FOR MOCCASINS 


Non-slip Multi-angle Cord construction, 
especially adapted for use on camp moc- 
casins for men, women, boys and girls, 
makes this an ideal outdoor, non-slip 
sole. Sole and heel are one piece, with 
moided support for instep. Every size 
from small 2-5 to large 12-5. Rugged 
enough to withstand toughest wear. 
Double channeled for stitching. 


GRO-CORD RUBBER COMPANY — LIMA, OGHIG 
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ALLURING FOOTWEAR 


* REG. U.S. PAT. ORF. 


TWEEDIE FOOTWEAR CORPORATION + JEFFERSON CITY, MISSOURI 
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alk of the trade 





ALAN SHIREK, divisional mer- 
chandise manager for women’s and 
children’s shoes, in the May Com- 
pany—Los Angeles, and Wilshire 
-tores—Calfiornia, says: 
“Customers are still reading the 
shoe menu from left to right. They 
are still looking for desirable foot- 
wear—and price, though an impor- 
tant consideration, is not the decid- 
ing factor. I think if a shoe looks 





like the money, a woman will gladly 
pay over twenty dollars for it. What 
do I mean by looking like the 
money? First—the shoe must have 
a national brand name. Second— 
it must have style. Third—the 
leather must be desirable. Fourth— 
the workmanship must be excellent. 

“We retailers are going to have to 
clear our minds and sweep out the 
memories of 1946. We must start 
life anew. Our sales records for 
1946 can prove anything and noth- 
ing. For instance, they may show 
that suede sold well in the Spring 
and that patent leather was popular 
during the Fall and Winter. The 
logical question, then, is on what can 
we base our future buying require- 
ments? I'd say by judging from 
customer requests, past experience 
and by what we think will be most 
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desirable and appropriate during the 
Fall and Winter seasons. We must 
flavor our prophecies with what was 
normal four and five years ago. 

“I think that this is going to be a 
good business year. In fact, it has 
already proved excellent during the 
first four months of this year. But 
we are not going to get business the 
easy way that we did during the last 
four years, when patrons chased the 
salespeople. The situation is re- 
versed now, but that is the way we 
like it.” : 

* * > 
SALVATORE CANGEMI, of Can- 
gemi, Inc., New York, says: 

“I believe it is very important 


~ that we keep shoe fashion origina- 





tion in America and create our own 
ideas. High priced shoes must look 
the money; must have a feeling of 
fineness and artistic handicraft de- 
tailing, and must look different. 
Platforms will be in great demand 
this Fall. Shoes will have few added 
ornaments. The higher-up line lends 
itself to important and unusual new 


styling.” 
= > 7 


DOMINIQUE BERTRAND, gener- 
al manager of Albert Laliberte. 
Ltee, addressed a recent meeting of 


the Quebec Board of Trade in Mon- 
treal, Quebec. and said: 


JUNE 1, 


1947 « * * 


“When we say that the ‘honey- 
moon’ is over we mean that the 
period of so-called prosperity which 
existed during the war years is lev- 
eling out and that we must now get 
down to work in order to progress. 
The scarcity of materials during the 
war permitted the liquidation of 
dead stocks at favorable prices, but 
now that is also changing. 

“In the Quebec region, the first 
signal of the return to prewar con- 
ditions has been the closing down 
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ef ammunition factories. The in- 
come tax reductions granted by Ot- 
tawa constitute an indirect way of 
announcing the return to conditions 
nearer to normal. 

“In the shoe trade there is now 
a trend towards a better choice of 
models, seeing that the restrictions 
are lifted on shoes; and in order 
tc avoid the financial catastrophes 
of 1921 and 1922, buyers seem to be 
more cautious in their purchases. 

“The recent decisions of the gov- 
ernment to lift restrictions on cer- 
tain merchandise while keeping 
them on other products was a wise 
move. If decontrol was complete 
prices would run away and would 
be a menace to future economy. 
The experience of the past years 
should make us wise in our return 
to normal conditions, that is, a ‘shift 
from boom to normal prosperity.’ 
So we must be optimistic and face 
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with confidence the probiems of to- 
morrow’s business, which will, in 
normal times bring sounder results 
than the fictitious prosperity of war- 
time.” 





ADVERTISED BRANDS 





—In a recent news bulletin—GREY 
MATTER— issued by Grey Adver- 
tising Agency, Inc., special em- 
phasis is laid on THE ADVER- 


TISED BRAND. 

—The bulletin states that it is the “un- 
mistakable tendency of the public to 
favor the advertised brand—a ten- 
dency that the retail trede has been 
quick to recognize. 

—"The public is solidly of the belief 
that the advertised brand today of- 
fers more value, more stability, more 
ell-cround assurance, than unknown 
lines. 

—The advertised brand has a future 
such as it probably never 
dared hope for, but it will not achieve 
that future unless every effort is made 
—and successfully—to:— 

1. Get prices down to bedrock 

2. Improve quality and release 
held-up improvements 

3. Advertise energetically." 

—And in conclusion, Grey Matter fur- 
ther says: 

—"The advertised brand is being fa- 
vored now by a public driven rather 
desperate by merchandise deteriora- 
tion. But the advertised brand must 
not merely live up to its reputation; 
it must improve upon its reputation. 

—"Given that kind of set-up, the ad- 
vertised brand has a reasonable op- 
portunity to brake any down-trend in 
volume, to improve its competitive 
status, and to get itself into a favor- 
able position for the next upturn— 
which always comes.” 


—Something for you shoe mer- 
chants to think about. 


President 





R.D. JACKSON, president and gen- 
eral manager of the Nisley Shoe 
Stores, Columbus, Ohio, said: 
“Mrs. Buying Public is the ‘Real 
Boss’ and she has spoken and must 
be heeded. Mrs. Buying Public has 
said: ‘What I buy from now on 
has got to be priced right and it 
must be good. Rather than pay too 
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much for too little, | declare a buy- 
er’s strike right now.” 

“In order to avert such a strike, 
we (the retailer, manufacturer, la- 
bor, suppliers and government) 
must have what the people want 
when they want it, at the price they 
want to pay; and tell them about it. 
No one segment of the manufactur- 
ing and distributing system can 
meet the requirements of Mrs. Buy- 
ing Public alone; but collectively 
it can be done.” 


EUGENE JACOBS, of Jacobs Bros. 
Shoe Store, Hornell, New York, 
says: 

“I am in a very confused state of 
mind as I try to piece together bits 
of business information and arrive 
at sensible conclusions regarding 
the immediate outlook for the shoe 
retailers. What about prices? Are 
they going higher? A salesman 
representing one of our important 
sources of supply predicts that his 
company will soon advance prices. 
On the other hand, our store is ex- 
periencing noticeable price resist- 
ance on the part of customers, It 
may be because we handle mainly 
good quality merchandise, but I 
doubt it. The public is being told 
by the newspapers and the govern- 
ment that prices are too high and 
must come down. When and how? 

“Our customers would be more 
willing to pay current high prices if 
they received better quality and 
workmanship for their money. Most 
of them are tired of hearing that the 


situation is caused by the war. We 
ali feel that it is time that manufac- 
turers tried to correct abuses which 
started during the war emergency, 
especially slipshod workmanship 
and inspection methods. Deliveries 
continue to be a problem. Under 
present conditions shoes lose much 
of their value if they arrive too 





late for normal seasonal trade. We 
can no longer accept shoes when- 
ever the factory gets around to ship 
them. 

“This brings us to the subject of 
inventories. Should the average 
store carry a heavy or light inven- 
tory under present conditions? Un- 
like many stores, our inventory is 
moderate, perhaps a little too low 
on some wanted items. Should we 
keep it low? That brings us back 
to the future course of prices, which 


was where we came in.” 
a a. ae 


C. F. RAUENHORST, manager of 
Young-Quinlan Shoe Department in 


.Minneapolis, Minn., says: 


“At the present time our sales 
are holding up well. Our volume is 
up to last year’s, with customers 
looking for quality and workman- 
ship. They are interested in styling 
but want a combination of style and 


quality.” 





“How many revolutions do you get to a pair of shoes?" 
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Shoe Production 


and Shoe Prices 


Relationship Between Them Is the Big Question 
in the Industry Today and Both Will Be Deter- 
mined in the Long Run by What the Public Will Pay 


From an Address before the National Hide Association 


by JOHN H. PATTERSON 


Ec ist, National Shoe Manufacturers Association 





RIGHT now the big question in our industry is the 
relation between production and price. The rapid in- 
crease in the price of shoes that occurred during the 
last half of 1946 raised a serious question as to whether 
consumption at the new prices would support existing 
levels of production. Approximately 1600 million dol- 
lars was spent last year for shoes at the wholesale level 
at an average price of $3.00 a pair. By the end of 
1946, the average wholesale price had risen to $3.80 
a pair. It would take 2200 million dollars to buy a 
production as large as that of last year at $3.80 a pair. 

It seemed unlikely that consumer incomes and ex- 
penditures could possibly increase in anything like the 
same proportion that shoe prices have increased. 
Furthermore, with hard goods coming back into the 
market it seemed likely that shoes, along with other 
non-durable goods that had been available during and 
since the war, would receive a smaller percentage of 
the consumer’s dollar than they had been getting be- 
fore. In short, we have had real reason to be con- 
cerned, and the sharp decline in the number of pairs 
sold at retail in January and February did not lessen 
our anxiety. We still do not know for certain that 
consumption at current prices will support existing 
levels of production, but with respect to the immediate 
future, our fears have been considerably allayed. 
Although the problem of keeping prices in line with 
the consuming public’s willingness and ability to pay 
is a fundamental and basic one, before discussing it 
further I want to indicate briefly why I think the im- 
mediate outlook is a reasonably satisfactory one. 

Consumer incomes have increased more than anyone 
anticipated. When Federal Reserve Board figures for 
the first quarter are released later this month, we prob- 
ably will find that consumer spending has increased as 
much as shoe prices have gone up. Preliminary indi- 
cations are that consumer spending so far is running 
close to the rate of 150 billion dollars, compared with 
slightly more than 120 last year. 
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Another reason for being confident about the imme- 
diate outlook is that production of staple types of shoes 
is not large in relation to requirements. We made 388 
million pairs last year compared with an average of 
355 million in the five prewar years. Because of an 
increase of 10 per cent in population, this is just about 
sufficient to maintain prewar per capita consumption. 
It is true that our overall production of footwear last 
year was 529 million pairs compared with an average 
annual production of 409- million pairs of all types in 
the period between 1936 through 1940. This com- 
parison, hewever, gives a misleading impression of 
production in relation to requirements. The production 
of slippers, play shoes and sandals last year was 137 
million pairs, compared with an average production 
of 54 million pairs of shoes of these types in the pre- 
war period. 


THERE is a further reason why people are not over- 
stocked on staple types of shoes. Last year's produc- 
tion was governed by the availability of materials and 
not by the demand for shoes. If we had been able to 
get the materials, I think that beyond question we would 
have made 600 million pairs of shoes last year. It is 
fortunate for us now that we could not make that many 
shoes, because it means that consumers today are more 
willing to increase expenditures for shoes than they 
would have been had they been able to purchase as 
many as they wanted last year. Expenditures for foot- 
wear last year did not fully reflect consumers’ relative 
preferences for shoes as against other sorts of goods 
because wanted types simply were not available. 

In January of this year production of staple durable 
types of outdoor footwear was up 16 per cent over 
January 1946, despite the increase in prices. This is 
the last month for which I have yet had an opportunity 
to analyze the figures but my impression is that the 
production of staple types for February, March and 

[TURN TO PAGE 86, PLEASE] 
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K. B. Passamaneck, shoe buyer for Rich's, is shown in one section of 


his extremely attractive modern department 


THE wartime “I'll take it—I don’t care what it costs” 
basis of buying has definitely passed in Atlanta, 
Georgia, in almost every type of retail institution, and 


the shoe business is no exception. The wartime methods 
of doing business which still linger in some cities are 
eune from Atlanta; they disappeared several months 
ago. 

Today the shoe business is highly competitive and 
prices are coming down. Women are demanding more 


from their shoe stores than ever before. Except in the 


lower priced fields they are not complaining much about 
price, but they are demanding quality. 

More style in shoes, more utility and more careful 
construction are being demanded in every type of shoe 
store. Atlanta women learned much about shoes from 
their experiences with wartime footwear. They are be- 
coming very wise in knowing what to look for in shoes. 


There's more shopping from store to store going on in 


ittractive window which appeared recently in the At- 
lanta Florsheim Shoe Store and caused much comment. 


ee 


ore - 


Thompson, Boland & Lee is one of 
itlanta’s leading shoe retailers. 


Atlanta today than in any period since prewar days. 
One shoe man told us this first became apparent to him 
when he started getting returns in larger and larger 
numbers. 

“They 


plained. 


are not pre-shopping here as yet.” he ex- 
“What they are doing is explained in one 
example where a woman came into my department and 
after much critical inspection purchased a pair of shoes. 
That evening they were returned. In the meantime she 
had gone to another store, found something she liked 
better and returned mine. That's something that never 
would have happened six months ago.” 

Shoe men are emphatic about the shopping trend. 

“About six weeks ago we first noticed that people 
were comparing shoes.” one man told us. “We listened 
to their conversations as they looked at window displays 


and checked their comments while we were trying to sell 
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Typical Atlanta shoe store is Baker's. Oddly shaped 
windows increase display space. 














It’s the newest stunt among teen-age girls in At opening of Seymour Troy footwear department in Loper’s 


New Orleans to sport bells on their toes, as in dress salon, Hollywood: Model with shoe on tray, Caesar Romero, 
the old nursery rhyme—like this. Anne Baxter and husband, John Hodiak, Designer Don Loper. 


SHOE NEWS 
PICTORIAL 





Coach Charlie Dressen (left) of New York 

Yankees, inspects special shoe worn by Out- 

fielder Joe DiMaggio to protect injured left 

heel, which kept hard-hitting center fielder out 

of Yankee line-up at season-opener with Phil- 
adelphia Athletics. 


Porter’s—the West's most Western store—assisted in Ernie Palmer, land use specialist for Bureau of Reclama- 
outfitting this eyefilling miss in the eyefilling costume tion, inspects a pair from the hundreds of rubber boots 
she’s wearing. Joan “Dusty” Killian has gone on to available for distribution to veterans who receive 43 home- 
win title of Phoenix Rodeo Queen for 1947, is up steads in Southwestern Idaho. Veterans also receive per- 
for nomination as one of Ten Best Dressed Women. sonal property once used by Japanese evacuees in this area. 
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Happy with the first pair of new shoes he can remember, this refugee 
boy insisted on wearing them to bed. Both he and his father were found 
wearing carpet slippers, but American Christian Committee for Refugees, 
which sponsored this family, gave them money for new pairs. Committee 
resettles displaced persons in American communities. 


Gregory Peck, star of David O. Selznick’s production of 

Alfred Hitchcock’s The Paradine Case, chats on the set 

with Jack Sandler, of Boston, whose firm will create 

shoes inspired by Selznick’s Duel in the Sun and who 

also plans to design an English walking shoe to tie in 
with Paradine Case locale. 


Newbury port, 


Harry G. Johansen, president of Johansen Bros. Shoe 

Co., St. Louis, and Mrs. Johansen, at a fashion meet- 

ing held for staff members of Los Angeles department 

stores. A fashion show featured Johansen shoes and 

other apparel items, with credits to the manufecturer 
and to Harold's, Beverly Hills dealer. 


Mass., merchants take the lead in reducing prices. Left, Mrs. Jean 
Marie Whitmore buys shoes from A. E. Eddlestein, and, right, customers look over 
shoes as retailers respond to President Truman's appeal for lower living costs. 











The women’s fashion shoe salon carries shoes in the better grades and offers an attractive, 
modern atmosphere in which the discriminating customer can shop comfortably. The women’s 
hosiery department is located at the left, in the foreground. 





NORTHWEST PROVIDES 
“THE COMPLETE SHOE STORE” 


Nordstrom's Latest Enlargement in Seattie, Washington, Offers 
Residents of That City Four Floors of Shoes and Accessories 
Under One Roof. Designed to Make Shopping a Pleasure. 


- “es yes salon p situated on the second floor. (} FFHAND, a rather casual observer, strolling through 
Wate she eheivest eoting ervengement which adds Se Nordstrom’s, of Seattle, might assume that the only 


the appeal of this department. 
shoes not provided for in the four-floor building were. 
perhaps, Seven League Boots or the glass slippers of 
Cinderella. 

The latest of three enlargements in less than ten 
years has given Nordstrom’s, in addition to the original 
Ludget floor downstairs and a men’s and . women’s 
department on the first floor, a second floor which in- 
cludes four complete departments, each a separate unit: 
a children’s and boy’s department; an arch salon, for 
orthopedic shoes; a play shoe section and slipper bar; 
and a complete sport shoe department. One-quarter 
of the first floor is devoted to handbags, hosiery and 
accessories. 

A harmony of modernization throughout the store, 
largest in the Northwest and one of the largest in dollar 











pe, 
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volume in the country, was accomplished by the con- 
current complete remodeling of the street floor and the 
downstairs budget floor. 

Situated at Fifth Avenue and Pike Street in down- 
town Seattle since 1938, the increasing volume of 
Nordstrom's business has demanded expansion 
programs in 1939. 1943 and the present major expan- 
sion and remodeling. A fourth floor (or third floor 
above street level) has been acquired to accommodate 


The sport shoe center is also on the second floor. 
Note the attractive lighting arrangement and the circu- 
lar display at left. 


tive offices and an employee lunch counter, where coffee 
and sandwiches are served free of charge from 10 A.M. 

until 4 P.M. 
Special attention has been given to the children’s de- 
partment, since it was felt that growing feet require 
[TURN TO PAGE 87, PLEASE! 





The men’s shoe department and hosiery bar on the 
street floor of the store is masculine in tone, yet com- 
fortable and inviting. 


stock, a complete inventory of which numbers some 
125,000 pairs of shoes. Nordstrom’s has a justified 
reputation for complete size ranges, carrying 2 to 13 
in women’s shoes, with widths from AAAAAA to EEE, 
and 4 to 16 in men’s sizes. 

Besides the four shoe departments, there are located 


on the new second floor the general business and execu- 


ibove: The children’s department has a fitting plat- 
form for infants at the rear, and its own entrance. 


The better handbag department is located between 


entrances from two streets on the street floor. 


On the women's budget floor are carried shoes for 

dress, street and sports wear in lower price ranges than 

those in the fashion salon. Eight-man repair depart- 
ment is at the rear. 














Collegiate shoe shoppers usually select matching acces- 
sories from the store where they purchase their shoes. 
Mr. Du Pre offers handbags to two young coeds. 


CAPTURE 


THE COLLEGIATE market 


BETTY Co-ed may possibly wreck the plans of the 
football coach at Carnegie Tech when she diverts his 
star halfback’s powers of concentration from the nice- 
ties of gridiron strategy, and she can also be very dumb 
when it comes to deriving Avogadro’s hypothesis from 
the kinetic gas equation. But Betty Co-ed is neither dis- 
tractible nor dumb when the problem confronting her 
concerns the clothes she must wear on a particular 
occasion, be it the senior prom, class attendance, or 
lounging activities in the sanctuary of her sorority 
house. 

The sales conscious shoe man will go after campus 
trade for two reasons: first, it is high volume business, 
as the average college woman purchases between eight 
and twelve pairs of shoes during the nine-month school 
year; second, college women exert a powerful influence 
upon the buying habits and style trends of the general 
public. 

F. A. Du Pre, manager of Chandler’s in Nashville, 


$6 


Tenn., has initiated a merchandising program that 
attracts business from the campuses of the six higher 
learning institutions in Nashville into his store. Mr. 
Du Pre has had extensive experience in selling the 
collegiate market, having managed stores in Columbus, 
Ohio, and St. Louis, Missouri, both large university 
cities, prior to his present connection. 

Mr. Du Pre considers it imperative that the store 
manager carefully survey the local college background 
before initiating a procedure designed to capture the 
lucrative campus business. He advises that the manager 
study pupil background, and ascertain whether the col- 
lege caters to an exclusive segment of the population or 
whether its enrollment is comprised of a cross-section 
of American economic levels. 

School specialization is another factor that must be 
taken into consideration. If the college specializes in 
a particular phase of educational activity, such as social 
work, the potential shoe market will have to stress more 
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The Shoe Store That Caters Successfully to the Fashion- 
Conscious College Element Can Reap a Substantial Nine- 
Month Profit Each Year. Here Are Pointers on How to 
Attract That Business and How to Hold It for Your Store. 


F. A. DU PRE 
manager of Chandler's in Nash- 
ville, who has studied the col- 


legiate market for several years. 


conservative models than those which would be accept- 
able to a woman attending a liberal arts institution 


where social activities were a regular part of the 
student's life. 


NASHVILLE with its six colleges and universities fur- 
nishes an excellent laboratory in which to initiate, 
techniques most effective in pro- 
Vanderbilt University is a liberal 
arts institute which offers specialization in various 


study, and develop 
noting college sales. 


fields, such as nursing. medicine, and law, George 
Peabody College for Teachers attracts its enrollment 
from those desiring careers in the educational field. 
Ward Belmont is an exclusive girls’ school catering to 
the upper middle classes. Scarritt College is primarily 
a missionary and social work college. David Lipscomb 
is a religious college. Fisk University, one of the 
leading negro universities in the United States, offers 
a wide range of study activity to its students. 

“Between two-thirds and three-fourths of the total 
enrollment is made up of non-residents of the city in 
which the college is located,” Mr. Du Pre said, “and a 
go-getting manager can capitalize on this situation by 
developing an effective sales campaign to capture and 
hold this non-resident market.” 

Effective window displays and word of mouth recom- 
mendations from satisfied customers are important pro- 
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cedures to employ in getting the college trade. New- 
comers to a city will browse about and window shop. 
The attractively arranged display window will capture 
their attention and draw them into the store to try on 
a particular shoe which strikes their fancy. Courteous 
reception and the showing of a variety of models from 
which to make her selection will result in the girl's 
praising the store where she made her purchase. 


ACCORDING to Mr. Du Pre, most college women on 
shopping tours travel in groups of twos or threes. One 
girl may want shoes, and the others will go into the 
store while she makes her selection. The non-potential 
shoe customers may notice a model which attracts their 
eye, ask to try it on, then purchase it. Instead of 
making a single sale the cash register rings up a mul- 

tiple sale of one or more additional pairs. 
Mr. Du Pre considers it important for the store man- 
ager to spend the major portion of his time on the 
[TURN TO PAGE 83, PLEASE] 


Coeds from Vanderbilt University and George Pea- 

body College look over a selection of street shoes. 

Many college girls shop in the town in which the 
college is located. 











ditorial outlook 


Success to Him Who Serves 


EARLIER in the year, when the trade was first becom- 
ing aware of a definite consumer resistance to higher 
shoe prices, the remark was frequently heard that the 
Easter selling season and the weeks immediately follow- 
ing would provide the test of what could be expected 
during the remainder of the year. 

Easter has come and gone and the Spring season is 
now practically ended. The National Shoe Fair and 
the month that followed gave the trade an opportunity 
further to test, study and appraise the situation. And 
so it is pertinent and timely to ask: What did the test 
disclose? And where do we go from here? - 

On the basis of developments up to now, it appears 
to us that it’s going to be pretty futile to look for any 
drastic or far-reaching immediate drop in shoe prices. 
Cost of production, including both labor and materials, 
definitely preclude anything of that kind. and although 
price resistance continues it hasn't yet assumed the 
widespread proportions of a buyers’ strike, with power 
enough behind it to force a break in the market. 

Experience to date seems also to indicate that pair 
sales will be off to some extent as long as present price 
levels are maintained. Consumer ideas about prices 
and grades of quality are rather deeply imprinted; when 
a rise is as sudden and steep as it has been in the case 
of shoe prices, the natural tendency is to buy fewer 
pairs rather than drop to a lower quality level. 

Another thing that stands out crystal clear, it seems 
to us, is the fact that regardless of what the situation 
may be with regard to automobiles, washing machines, 
or refrigerators, competition has definitely returned in 
shoes. 

On the face of it, that doesn’t sound like a very 
startling revelation. Everybody knew it had to come 
and almost everybody has been recognizing the symp- 
toms. But we suspect that not all shoe men have fully 
grasped the implications. 

In a competitive system, the race is to the swift and 
the victory to the strong. The more efficient competitors 
are successful. Some of the others manage to survive 
until conditions improve and they again come into a 
reasonably satisfactory position with regard to sales 
and profits. The least efficient are likely to find them- 
selves operating at a loss. Whether they can stay in 
business depends on what capital reserves they have to 


fall back on, or whether their management is possessed 
of enough resourcefulness to change their methods of 
operation and put their policies and products in line 
with the trends of the times. 

Nobody likes to think about failures, bankruptcies 
and business mortality, and it’s quite a few years since 
people in the shoe business have had to think much 
about them. It was difficult to make shoes and difficult 
to buy them, but it was almost too easy to sell. Those 
conditions changed the mode of thinking of many shoe 
men. Salesmanship and service deteriorated in many 
shoe stores because of sheer disuse. 

While they must have known otherwise, it seemed as 
if too many shoe men simply assumed that good times 
would go on indefinitely. A substantial segment of the 
trade began to think in terms of an annual market of 
600 million pairs, and to assume that they would enjoy 
their proportionate share of the business, despite the 
fact that thoughtful analvsts sounded repeated warnings. 
Now the industry is obliged to face its future more 
realistically, but there is no need to go to the opposite 
extreme. 

What every merchant should do at this time. it seems 
to us, is to take time out for some serious thinking 
about just where his business fits into the new com- 
petitive picture that is shaping up in shoes, and what 
he should do to step up the efficiency of his organiza- 
tion and its operation. Efficiency is and has been an 
overworked word of rather vague meaning: we don't 
think that pep talks or a stop-watch study of how long 
it takes salespeople to fit customers constitutes the sort 
of thing that will be helpful in the competitive era that 
lies ahead. Retail efficiency, now or at any time, begins 
with service to customers, and service is the element 
that has slipped more than anything else in the days of 
easy selling that we have left behind us. 

Service is a broad term, that covers almost every- 
thing that relates to the supplying of customer's needs. 
It means providing shoes of the styles and type the 
customers want at the prices they are able and willing 
to pay. It means fitting the shoes comfortably and 
correctly. It means quality, value and wearability. It 
means the courtesy and consideration that will make 
buying and being fitted at your store an easy and a 

[TURN TO PAGE 81, PLEASE] 


Boot and Shoe Recorder 





J 








the new 


super-grade 







DAREX Insole 


the market that 


wants better quality 


today than it ever 


knew before. 
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MEN 


LIKE A SHOP OF THEIR OWN 





Photo at top: Exterior of the new men’s shoe shop 
at The Hub, Baltimore, makes strategic and ex- 
tensive use of glass to afford passers-by a view 
inte the store. Note large window display space. 


Photo at bottom: Interior view of the new men’s 

shoe shop. Specially designed display cases are 

made to point up the shoes. Stock is partially 
concealed, partially lined against the walls. 


The Hub in Baltimore Has Opened 
a Men's Shoe Shop, Separate from 
the Main Store, with Its 
Own Attractive Entrance. 


THE Hub, a known and respected retail organization 
in Baltimore for fifty years, is not a newcomer to the 
men’s shoe business by any means. For many years 
their men’s shoe department, located in the main store 
al Baltimore and Charles Streets, has been a recognized 
leader in men’s footwear. Famous brands have been 
instrumental in developing a highly successful men’s 
shoe department. 

Last year the management, foreseeing the need for 
more space plus the added advantages of being located 
on the street level, laid plans for the opening of a men’s 
shoe store a few doors up the street from the main store. 
M. H. Goodman, vice-president and general manager, 
engaged a firm of architects, to design a completely 
new interior and exterior for the building located at 10 
E. Baltimore Street. A new entrance was constructed 
embodying the most modern of selling features and 
customer interest. 

The entire front is of plate glass permitting a view 
of the complete interior of the store from the street. 
The interior was laid out in a somewhat rectangular 
shape. At the front and extending all the way to the 
back of the store is a marble-design red composition 
flooring. In the center of the store where the fitting 
chairs are arranged, the floor is covered in thick green 
carpeting. The chairs are natural finished bleached 
woods, covered in brown leatherette. 

Along both sides are indirectly lighted shadow boxes 
for merchandise display. These are set flush with the 
walls and can be seen from practically any point. The 
walls themselves are finished in oyster gray everywhere 
except at the entrance where they are painted a dusty 
rose. The ceiling is light chartreuse, with indirect 
fluorescent lighting around its perimeter. Additional 
lighting is obtained by recessed ceiling lights placed 
the entire length of the store. Toward the front of the 

[TURN TO PAGE 64, PLEASE] 


Boot and Shoe Recorder 











A SHOE MANS BEST FRIEND 


I us Fedoy mints 


‘You can trust and be proud of a Selby franchise like 

a tried and true friend. For seventy years Selby 

has proved the value of conscientious dealings with 

its dealers and the selling advantages of 

shoes that live up to every consumer expectation. 
That’s how Selby has grown from a modest 

beginning to the world’s largest individual factory 

producing quality footwear for women. Whatever brand 

or brands of Selby shoes you handle, you’ll be 

proud of their performance in sales and satisfaction. 





PHYSICAL CULTURE + GROUND GRIPPER + CANTILEVER 


ARCH PRESERVER +- ACTIVE MODERNS + TRU-POISE 
Selby STYL-EEZ + EASY GOERS - TOWN WALKER 


New York Offices: 3120 EMPIRE STATE BLDG. (Arch Preserver—Styl-EEZ—Tru-Poise—Easy Goers) 
926 MARBRIDGE BLDG. (Physical Culture—Town Walker—Ground Gripper—Cantilever) 


Los Angeles Offices: 816 HAAS BLDG. (Arch Preserver—Styl-EEZ—Tru-Poise— Easy Goers) 
LANKERSHIM HOTEL (Physical Culture) 
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HERE TODAY — — 


(OPPORTUNITY at HAe-pRIce 


Excerpts from a Recent Speech Made Before 
the Greater Chicago Shoe Retailers’ Association 
Give the Key to a Successful Career in Retailing. 


by ROY OSCARSON, 
Sales Manager, Edison Brothers 


Stores, Inc. 


AUTOMOBILES, real estate and groceries were never 
higher, but there is a sale tag on opportunity for per- 
sonal growth. Somewhere in traditional business ver- 
nacular, someone has established this business tip, 
“Buy it low and sell it high.” The price to be paid for 
building a career or for expanding public good-will 
was never more reasonable. 

Specifically now, what are we talking about? First, 
lo a young man entering the business field, it means 
that he will go twice as far on a gallon of experience 
today as he would a few years ago, or that he might 
hope to a few years hence. Cross section any trade you 
wish today: bricklayers, carpenters or salespeople, and 
you will search almost fruitlessly for one person who 
is putting forth that extra zeal to get ahead. A little 
extra personal effort to do a better job buys a lot of 
future now. 

Psychiatrists must have a word for the apathy of 
modern humans towards work, but for the sake of 
simplicity, let’s just call it being “career lazy”; the lack 
of zest, sand, grit, stuff or whatever it has been called. 

What can we do about it? Realizing that I am speak- 
ing to owners, managers and salespeople in the shoe 
business, the responsibility varies according to the 
position. First for management, we must develop better 
public and personal relationships. While we blame pres- 
ent day employees for being lackadaisical, there may 
be much we can do to incite their interest. People do not 
work just for money, they must have a pride in what 
they are doing; they must be wanted. 

Every man likes to have the counsel of his boss. The 
immortal adage given by Mark Twain, “When I was 
fourteen, I thought my father was the most ignorant 
man I knew, and at twenty-one, I was amazed at how 
much my father had learned” is an example of youth- 
ful short-sightedness. Even the fellow entering business 
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ia his twenties will not realize the value of present day 
opportunity and will not foresee his future unless his 
seniors offer strength and direction. 

Another 1947 opportunity bonanza for management 
is the tremendous possibility of developing good will 
among our customers. This opportunity will be more 
costly as time goes on, but today one does not hesitate 
to change his laundry or his eating places for the 
slightest improvement in service and friendliness. You 
can have my business today if you treat me right. The 
air lines paid a big price for pushing people around 
and the raliroads cashed in on it with better service. Our 
loyalty to the garages who did not give us good value 
for our money and who made us feel they were doing 
us a favor are soon dissipated when a rival offers to 
pick up and return our cars to our homes. 

Public relations are personal relations. Service is the 
substance; all else is decorative. The smile of the head 
waiter is meaningless unless good service follows. 
Wherever a good personal relationship exists, a mini- 
mum of difficulties is encountered. The establishment of 
such a relationship with customers, factories, employees 
and neighbors should be the primary goal of retailers. 
Many a thriving business retains the service of an ex- 
perienced and professional psychologist to train key 
people to perform human relations correctly. 

In fact, there are four outstanding golden opportuni- 
ties for retailers today. 

1. Better personnel and public relations. 

2. Honest values. 

3. Good customer service. 

4. Shopping convenience. 

On the subject of shopping convenience, I would 
like to draw your attention to a serious problem, namely, 
that of store business hours. There has been a national 
controversy on the subject and a minority of cities have 
adopted shorter hours. I can tell you, as a national 
concern, that wherever our store hours have been cur- 
tailed, the drop in sales is immediately evident. Store 
hours constitute a public service. There is a limit to 
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Yes, Sir! The best buy in any man’s comparison 


of quality and price! Happy Go Luckies must 

be good—sales are running far abead of 
last year. Every pair guaranteed. 

No paper sock liners, no sheep or lambskin 

used in uppers, no machine embroidery. 

Only best quality washable kidskin and 

washable elk used. Try a few pairs... 

no order too small for our large “in 

stock” departments. Immediate ship- 

ment. All orders shipped complete. 


No. 100 and 100p. An old friend re- 
designed to feature our new “uplift” 
counter. Washable white glazed kid. 
Sizes 0 to 3. Plain or perforated. 


All during the 

war our “in stock” department 
was (and still is) fed 

some 3600 pairs of shoes each 
working day. Many use 

it as their own warebouse! 


No. 400 and 400p. Another revised 
“uplift” counter model. Washable 
white elk. Sizes 1 to 4. Plain or 
perforated. 


Now... more and 

more Happy Go Luckies are in 
the offing. Just look at 

some of our new models—all in 
stock for immediate delivery. 


No. 900. Hand embroidered 100% 
wool felt, pinked sole. Sizes 0 to 3. 
No. 900 is white, 901 is blue and 
902 is pink. 


What's more, we 

bave many other styles made 

to fit every need and 

meet every type of competition. 
Write or wire us 

describing your needs. 


No. 401 and 401p. Chubby last, moc- 
casin vamp intermediate with scalloped 
tongue. White elk. Sizes 1 to 4. A must 
in every infant's department. Plain or 
perforated. 


OUR PRICES HAVE NOT ADVANCED 
ONE CENT SINCE JUNE 11, 1946 


America’s Largest Exclusive Infant's Shoe Manufacturer 


ED WHITE JUNIOR SHOE CO. 


3203-07 CHIPPEWA 


ST. LOUIS 18, MO. 


NEW FACTORY READY SOON « SIZES UP TO 12 © ALL WIDTHS 











Men Like a Shop 
Of Their Own 
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store are several smal] spotlights, re- 
cessed in the ceiling, which throw a 
direct light onto the modern display 
counters beneath them. 

These display counters, designed by 
the architect himself at the request of 
Mr. Goodman, have an upper and lower 
shelf, set in step-down fashion for most 
effective display. The hosiery bar was 
also designed by the architect. All 
hosiery is displayed in lucite trays and 
is arranged so that the customer can 
see the entire collection merely by 
glancing from left to right. Directly 
opposite the hosiery bar is the shoe 
shine stand. Four comfortable chairs, 
identical with those used in the store, 
beckon to all who enter. The Hub, tr.’- 
ing to leave absolutely no stone un- 
turned in their effort to bring to Balti- 
more a shoe store without parallel has 
also installed a year round air-condi- 
tioning system which maintains even 
temperature. 

The formal opening was announced 
with a full page in the morning paper, 
followed by large space advertising 
several times each week. Many of the 
men’s shoe ads are included in the 
regular men’s advertising of The Hub. 
However, the shoe section’s advertis- 
ing is boxed and carries the notation, 
“In our Men’s new SHOE Store... 10 
E. Baltimore Street ... just a few steps 
from the main store.” 

The shoe stock is about equally di- 
vided between the two sides of the 
store, the major portion being con- 
cealed. Both the price-conscious cus- 
tomer and the quality-conscious cus- 
tomer are given careful consideration. 
Prices on shoes range from $7.95 to 
$25, and a complete group of styles, 
sizes, colors and lasts is constantly 
maintained. Tennis shoes, wet weather 
needs and slippers are stocked. 

Since the opening of the new store 
traffic has been constantly increasing. 
Men like to come in to buy because of 
the masculine feeling they get as they 
enter—and even the women who buy 
for men find it a delightful place in 
which to shop. 


Buys Second Shoe Store 


Detroit, Mico. — The Fisher Shoe 
Store of Plymouth, Mich., is expanding 
into southwestern Michigan, with the 
purchase of the Warfield’s Brown-Bilt 
Shoe Store at Marshall from the Earl 
Cartwright Shoe Company, who con- 
tinue to operate a store in Albion. 

Robert Fisher will go to Marshall as 
general manager of the new store, 
which will be operated under the Fisher 
name, while James Houck will remain 
in Plymouth as general manager of the 
original store. 
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Youre in the Driver's Seat 
for Speedy Shoe Sales ie 


with BARBOUR “STOUT-EDGE” WELT 


WHY NOT make your fitting stool a driver's seat? The leather — the 
craftsmanship — the planning — the finished shoe — all mean nothing if 
the consumer sales are not easy and quick. That is why shoes with 
Barbour “Stout-Edge” Welt mean so much to the man on the 
fitting stool and to You. 

Even heavy, rugged brogues feel flexible when they are tried 
on — because with Barbour “Stout-Edge” there is no stiffness 
to overcome — no “breaking-in.” Also this Welting acts as a 
retaining wall that not only holds the shoe to its lasted shape, 

but protects the vital inseam stitching against dirt and weather. 
Always ask for Barbourwelt — the right welting — for all kinds 


of shoes — for satisfying sales. 


BarbourVVelting 


BARBOUR WELTING COMPANY, Brockton 66, Massachusetts 


Spec ializing in the designing and manufacture of Welting exclusively — since 1894 


mene SI vee Tees Seee «. « « 2.9305 sO LITTLE 
GOODYEAR STORMWELT STOUT-EDGE REVERSE DRESSWELT SNOWFLAKE STITCHDOWN RUGGED EDGE SILHOUWELT 
All Barbour Specialty Weltings ore patented 
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has this same “Springy” durability 
GC that, coupled with long-life, uniform 
\y he nN . “Moore stretch, gives shoe goring 

youthful resilient quality throughout hard use and long wear. 
It’s a picnic for your customers to walk miles over any country-side when 
_¢ 7 they wear leisure-type shoes that have shoe goring at just the right places. 
; It’s a picnic for you to follow this modern, youthful trend in consumer 
\ 0 demand and shoe styling — because today shoe sales mean goring — 
and the finest goring means Moore Fiex-Gore — for durability — 


uniform stretch— for well-groomed edges —for expert dye-controlled 
AY ; ' 
“Mosre Flex /Gore for ANY of shoe goring. 


at 


FABRIC CO. 


Se 


PAWTUCKET, RHODE @(SLAN D 





Shoes in the News 


NEWEST addition to the BALL-BAND line of fabric cas- 
uals are five new numbers in misses’ and children’s sizes 
for Midsummer shipment, combining “California” slip- 
lasted construction with vulcanized rubber soles. 


A tie oxford with open toe, 
“The Roberta”, a fabric 
play in the 1947 
BALL-BAND line of Sum- 


merettes for youngsters. 


Dark colors and closed toes are featured in three of the 
numbers, making them suitable for wear in the pre-school 
Summer months or the cool back-to-school Fall months. 

The shoes are vulcanized under pressure, and have non- 
marking crepe pattern soles. A “duo-texture” platform 
cushions and insulates the foot. Uppers are backed with 
drill and are cleanable. Bright plastic is used for trim and 
toe cap; the platform cover is of vulcanized rubber. 


= = = 


C ooRDINATION plays a dominant part in the style think- 
ing of the designer of this shoe, bag, belt and glove. A two- 
tone combination ard an unusual motif which is adroitly 
repeated on each accessory, including the shoe, has out- 
standing style interest. It should be noted that this trim- 





These four coordinated ac- 
cessories are part of a new 
series designed by Oskar 
Lehmann of Vienna, Aus- 
tria. Notice how the same 
theme is repeated and 
adapted to each item. 











ming treatment has also a functional purpose in the bag 
and belt, serving as fastener. Since the smartly dressed 
woman usually thinks in terms of two coordinated acces- 
sories, not four or even three, striking accessories such as 
these can be worn with dramatic effect without seeming 
overdone. 

The shoe and bag combination is the most obvious. but 
any two could be smartly paired since all four run true to 
a type, the dressy accessory with a feeling of tailored sim- 
plicity. Designs are by Oskar Lehmann of 60 Lainzer 
Strasse, Vienna XIII/89, Austria, and are one of a series. 


Report °46 Retail Shoe Condition 


New YorK—The sales inventory ratio for shoe stores in 
the United States was 6.3, according to the Annual Retail 
Trade Report issued recently by the Bureau of the Census; 
i.e., sales in 1946 were 6.3 times the year end inventory. 
The 6.3 figure compares with other years as follows: 8.2, 
1945; 5.9, 1944; 4.9, 1943; 4.0, 1942; 3.1, 1941; 3.0, 1940; 
and 3.2, 1939. 

Dollar sales in 1946, the report stated, increased 22 per 
cent over 1945 and the year end inventories (at cost) in- 
creased 57.3 per cent. Wholesale value of shoe shipments 
increased 26 per cent in 1946 over the previous year. 
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White, Black & 
White. Also ovail- 
able in Dutch toe. 
Sizes 3% to ? 
S & M Widths 


Sizes 3% to? 
-P S&M Widt 





CLASSIC SHOES WILL i ieee 


Old standby: the saddle, better than ever with Du Pont neoprene synthetic crepe rubber 
sole. Brown or red saddle on white. Spalsbury, Steis, Deevers. 


Suit shoe: square toe, exten- 
sion sole, 12/8 heel; slanted 
cuff on high-riding front. A 
Beau-Tred by L. E. Beaudin. 


College girl's first love, her 

moccasins with handsewn 

vamp, in burnished brown 

or red. Songos by Saco- 
Moc Shoe Co. 
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Classic Shoes Still Backbone of College Wardrobes. 


Tailored 


Flats Elected for Campus Social Affairs, Opera Pump for Dates. 
Metallic Kid Flats Adopted for Daytime. Slacks Taboo at Coed 
Schools; Hint of High Style in Evening Wear. 


HEN a girl packs her trunk to 
W.. off to college it’s an exciting 

event—and the wardrobe she 
packs helps to make it so. It is the 
most important group of clothes 
that she has ever assembled. She 
has chosen them with loving care, 
keeping a weather eye on the cur- 
rent college garb. She wants some 
outstanding costumes, but mainly 
she wants to belong, to be a part 
of the group. She won't pack any- 


thing that is very extreme, and the 
bulk of her wardrobe will be much 
the same as that in every other col- 
lege trunk. While college girls can 
wear novelty types of clothing more 
readily than their older sisters, they 
are generally wary of new styles and 
slow to adopt them. However, once 
accepted by this group, a style is 
good for a long time. 

This conservative and gregarious 
spirit in dress is most obvious in 


clothes worn for classes. It seems 
the sweater and skirt will never be 
replaced, although the manner of 
wearing them may change. Classic 
suits are also liked for the class- 
room. Shoes worn with these cos- 
tumes are still the same old favorites 
—brown or red moccasins and sad- 
dles, usually brown and white. Most 
girls wear socks to classes and they 
shudder at the thought of wearing 
them with any other type of shoe. 


Clockwise, starting lower left: “Lumberjack,” brisk weather boot; 
dusk blue sueded yearling, smooth red clover trim, red laces looped 
over brass hooks. Cobblers. For town, téa—everywhere, suede 8/8 
wedge pump, smooth leather inlay of contrasting color. Mode-Art by 
Voulton-Bartley. Flat of pearl buttoned suede with closed tabbed 
back, quarter openings. Groves. Evening favorite now worn by day, 


gold kid “Strip Tease” by Middletown. 








“High” flat for dates, jor 
Sunday afternoons. Suede 
sling with glazed kid draped 
and knotted across vamp 
o opening, covering narrow 
platform. “Antoinette,” by 
Kay Karzmar. 

































Dancing sling with a deli- 
cate air, coveted cobra 
in exciting colors, 21/8 
heel. Petal-like bow has 
lightweight non-crush 
Mademoiselle by 
Carlisle Shoe Co. 


Sophisticated spat for the best- 

dressed-girl-on-campus. Black suede 

and moire, baby toe, 21/8 heel. 
“Betsy” by Twenty-Ones. 
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except such variations of these pat- 
terns as were illustrated in the Re- 
CORDER college story of April 15. 
The shoe of the year at one women’s 
college has been a heavy brown ox- 
ford with green or red side lacing. The 
shanks’ mare and other simple flats 
continue to be popular for classes if 
stockings are worn. 

When warm weather comes socks 
and stockings go, and the girls put 
hare feet into shanks’ mares, mocca- 
sins, and sandals (leather preferred). 
The thong and “little girl” or “bare- 
foot” sandal claim top honors at the 
moment. Tailored cottons and the 
long-favored peasant styles are elected 
for warm weather. Perhaps the most 
outstanding fashion note coming from 
the colleges now is the adoption of 
flat gold or silver kid sandals to wear 
with these casual daytime clothes. 

Stormy weather brings out colorful 
rubber boots, shearling lined and pony 
boots. These accompany colorful tail- 
ored raincoats and matching hats. 
Colorful low boots look good for next 
Fall on Eastern and Northern cam- 
puses, to be worn with slacks and ski 
pants and their favorite cold weather 
companion, the Norwegian ski sweater. 

However, while slacks and pedal 
pushers continue to be tops for relaxa- 
tion, dungarees and shorts are left to 
the women’s colleges, and a change 

[TURN TO PAGE 90, PLEASE] 
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What Makes a Shoe Man Run? 


New Yorx — Artin N. Black. a chunky (5’ 4”, 150 
pounds), tireless Bronx man nearing his 50th birthday, 
who literally runs the Hole-In-The-Wall Shoe Store at 787 
9th Avenue, here, finished 66th out of a field of 157 in the 
2614 mile Boston Marathon this Spring, but feels that he 





4 3 =. 
Artin Black, happily training in mid-winter on an upper 
Manhattan side street, accompanied by an unidentified 


running mate. Rejected by the Marines, Mr. Black spent 
the war years publicizing such causes as the Red Cross. 


is holding his own, since, at a sprier age in 1944, he came 
in 32nd out of 60 starters. Mr. Black is now determined 
to enter the 1948 tryouts for the Olympic 50,000 meter 
heel-and-toe, a matter of 31 miles. 

There are probably few men in the shoe business who 
employ the source of their livelihood as energetically as 
Mr. Black. Five years ago, experiencing a sudden, moment- 
ous revelation while fitting a woman with a pair of black 
suede pumps, he ran out of the store to Brighton, where 
he continued running on the beach, and, feeling -more ex- 
hilarated every year, has continued running, with infre- 
quent pauses for weight lifting, ever since. 

Mr. Black finds that his daily jobs in the Duane Street 
wholesale district, to and from his store in upper Man- 
hattan, have been both profitable and invigorating. His 
initiation to the shoe business, after arriving in this country 
from Poland when he was ten. was as a $6-per-week 
shipping clerk for A. J. Bates & Company, here. Since 
1919. he has owned five shoe stores. 

Mr. Black Jets Mrs. Black manage the store while he 
sprints here and there, and during these periods of ab- 
sence he has achieved the following: when the elevator 
strike slowed down vertical human ascent in New York 
several years ago, Mr. Black ran the 102 flights of stairs 
of the Empire State building and had his calling card 
signed at the top to prove it; ran uncountable miles for- 
ward and backward and with weights for Red Cross, En- 
listment, War Bond, Wastepaper and other patriotic drives; 
several Boston Marathons and innumerable heel-and-toe 
contests. Although this would have satisfied a lesser man, 
Mr. Black’s dream is to run coast to coast, but he can- 
not seem to locate a sponsor. 

Asked how his business was, Mr. Black chuckled con- 
tentedly: “I got enough to keep us alive and healthy. In 
the war, when everybody was making money. I had to 
work evenings as a longshoreman to pay for my running 
clothes. I'd rather run than eat.” 
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Ihe tt of the Séasorr, 


This Great, New Idea Means 
Extra Profits for You 


delow* cleat 











EASY TO LOCK ON. A twist 
of the key — they're ON 
Adjusts to any shoe. (Size 
7 to 12, any width.) 





EASY TO REMOVE. A twist 
of the key — they're OFF. 
The bother of changing 
shoes is eliminated. 








Don't wait another day. Toke a tip from hundreds of alert shoe dealers and 
take advantage of the easy, extra profits that “ParClect™ brings into your 
store. Nothing like this new, improved nickel-plated model. The one-piece, 
light-weight ali metal plote fits and locks on any size man's shoe and 
won't come off till released with key. Equipped with famous, ulation 
“Phillips” cleats. Every golfer—“dub or pro“—con use ao pair. Mokes any 
comfortable shoe ao golf shoe. Feature now for vocation use. Use the order 
biank below and cash in now on the national advertising and unusual toles 
helps that moke “ParCleat™ a sure-fire profit maker for your store 


Retails at $2.75 pair 
(Western Stetes, $2.95! 


YOUR $] JI 


PRICE nt 


Terms 2%—!0 days 

FOB, N.Y. City 
INDIVIDUALLY BOXED— 
COMPLETE WITH KEY 

FREE 3-COLOR COUNTER 

DISPLAY WITH ORDER 


Nationally, _ 


lo 


Adver 





Se ee 
: Rush Your s 
' 

' THE P ARCLEAT COMPANY Order Now! 
§ DEPT. 86, 3048 RODMAN ST., N. W., WASHINGTON 8, D. C. : 
+ Ship DOZEN pairs PARCLEATS @ $20.50 } 
+ Doz. (Minimum factory pack, 1 Dox. pr.) - 
: NAME ; 
S FIRM r 
5 STREET 4 
e civ ZONE STATE ' 
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ROUGH RIDER 










Kids really go for the smart, grown-up styles and 
longer wear in Rough Riders. 


. and dealers who tie up with 
this quality line of Children’s 
Shoes go for the extra profits 
Rough Rider pulls in for them. 






- 
*- ee? 
weer 


Leading Retailers from Coast to Coast 
are Making Money on Rough Riders . . . 


1. because Rough Riders are made on patterns and lasts 
that really fit . . . 2. because they're quality shoes that 
wear like iron . . . 3. because they're styled to please 
smart tastes . . 4. because we back you up with 
national advertising and merchandising helps. Rough 
Riders’ complete line of children’s genuine Goodyear 
welts are carried in stock in widths from A to D, to retail 
from $4.50 to $5.95. For full information, write to 
Rough Rider Division, Cannon Shoe Company, 
Lafayette and Dickson Sts., Baltimore 17, Md. c 


ROUGH RIDERS | 


Smart and Sturdy Shoes for Boys and Girls 
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Right—V olk Brothers, Dallas, Tex.. 

dramatizes nurses’ oxiords and 

white hosiery in a window display 

with mannequins and props lend- 
ing atmosphere. 


Below—The Charles Kushins store 
in Oakland, Cal.. makes effective 
use of a manufacturer's promo- 
tional aids in a window display of 
nurses’ shoes and stockings. 


THE market for nurses’ shoes is one of steady growth. 
The American Journal of Nursing predicts that 30,000 
young women will be graduated from nursing schools 
this Spring and as many as 60,000 are expected to 
begin training next Fall. Student enrollment has been 
thus increasing for the past twelve years, as is shown 
by the following figures compiled by the Journal: 


Year Enrollment 
1935 68,000 
1936 70,000 
1937 73,000 
1938 74,000 
1939 82,000 
1940 85,000 
1941 88,000 
1942 91,000 
1943 100,000 
june |, 1947 






OXFORDS 


ON DUTY 








1944 112,000 
1945 126,576 
1946 128,828 


These figures, of course, represent total enrollment 
in nursing schools, while the 30,000 and 60,000 quoted 
include only the graduating and entering classes. 

They prove that day by day the retailer's selling 
opportunity is greater where a duty type oxford is con- 
cerned. But are nurses’ shoe departments growing along 
with their potential business ? 

It has been found that among department and shoe 
stores which carry this merchandise few devote to it 
enough advertising and display space to be effective. 
Unless these shoes are handled by a special “comfort 
shoe” department they are not an item of particular 
interest to the salesmen on the floor. Few stores appear 

[TURN TO PAGE 88, PLEASE] 
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This advertisement is appearing in full color in the May issu> of MADEMOISELLE and other national magazines. 





Helpful Slants 


Qn Shoe Selling 


Chapter Five in a Series of Simple Les- 
sons on Fundamental Requirements for 
Retail Success 


by EDWARD ROSE 


WHAT do you know about the shoes you are selling? 

Have you ever been caught in a conversation of this 
type: 

Customer: “Is this a Goodyear welt?” 

Salesman: “No.” 

Customer: “Then what is it?” 

Salesman: “Uh ... uh... it’s a McKay... 

Chances are the customer gives the salesman a dis- 
Lelieving look and doubts everything the salesman says 
from then on. She has lost faith in him. He didn’t 
seem to know what he was talking about. 

If you are well acquainted with the construction, 
history, uses, and interesting facts about the shoes you 
are selling, and if you can tell your customer any of 
these things that might help her in choosing what she 
wants or that might amuse her. or that might give her 


I guess.” 
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a better impression of you through believing you an 
expert in your knowledge of shoes and fitting, your 
selling job will be so much easier. Your customer will 
lean on your knowledge and will be glad to believe 
whatever you tell her. Customers feel that they know 
very little about shoes and fitting and are only too glad 
to lean on the salesman’s judgment. If they have faith 
in him. 

But don’t go off the deep end in trying to make an 
impression by using technical terms that fly over the 
customer’s head. None of this superphalangialmeta- 
tarsal business with customers. Whatever you say, use 
words of simple English, preferably the one-syllable 
type. It’s better that the customer understand what 
you are talking about than that she think you a college 
professor. 

So let’s build up a library on shoes, their construc- 
tion, their history, foot structure, etc. Let’s read books. 
Let’s keep up with the latest in the shoe industry by 
reading shoe publications. Not only will we sound 
more authentic when we explain to customers the fine 
points of shoes and shoe fitting but we will enjoy our 
work more. 

. * * 

If your store sells several grades of shoes, which 
price line do you show the customers first? It is 
usually easier to sell the cheaper shoe, especially in a 
store that has not built a reputation for better mer- 
chandise, but it is much more satisfactory to show and 
sell better shoes. They look better. They wear better. 
They fit better. You have so many fine selling points. 

If you sell the more expensive shoes, you have a 
better chance of having a repeat customer. Some sales- 
men are afraid to show their better shoes for fear that 
the customer will be shocked by the price and will 
leave the store in a huff. That does happen on rare 
occasions. Very rare. But consider the results of a 
definite campaign to sell the best shoes in the store: 
larger sales with little additional effort, a bigger profit 
for the store on each sale (and remember, what's good 
for the boss is good for you . . . to steal a slogan from 
the NAM .. . especially if you belong to a union) and 
of course you will build a larger clientele of steady 
customers who will come back for the better fit. better 
wear and beauty that come with better shoes. 

The next time a customer asks for a six dollar shoe. 
show the nine dollar shoe, too. Show her how and 
why it is better for her. If she doesn’t buy the better 
shoe, she will at least be impressed by your effort to do 
right by her and by your scholarly knowledge of shoes. 
In any case, do your utmost to sell the better shoes. 

* . * 


How well do you know your stock? 
Quite often the pressure salesman will show the cus- 
tomer one shoe and rather than look for other styles 
[TURN TO PAGE 85, PLEASE] 
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This advertisement is appearing in full color in the May issu> of MADEMOISELLE and other national magazines. 
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Collier's #§ Collier's # Collier's 


Sept. 6 Sept. 27 Oct. 25 





WE HIT THEM SEVEN TIMES Collier's 


FOR YOU! 


( Jotlune 


SHOES FOR MEN 


June 1, 1947 


Nov. 22 


iat: 
OCTOBER 





True 
NOVEMBER 


True 
DECEMBER 





@ We hit ‘em. You catch ‘em. Yes, WE'LL hit ‘em 
with seven full color page ads in Collier's and True. 

And YOU'LL catch ‘em with the finest line of Fortunes 
any dealer has ever stocked. In short, it's the 

old one-two: Brilliantly-effective national advertising 
to send potential customers into your store. . . 

and brilliantly-styled footwear to send them away 

with Fortunes under their arm. And for good measure 
there's Fortune's brand-new window display and 

promotion program to catch the traffic that passes 

your store. So for volume and profits, wait for your 
Fortune salesman to show you Fortune's one-two-three 
program for Fall, ‘47. Richland-Davidson Shoe Co., 
Division General Shoe Corp., Nashville, Tenn. 
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How to Combine Toe Style and Toe Comfort 


F or toe freedom—like walking on clouds—use Celastic box toe 
material. There’s a three-in-one union of box toe doubler and 
lining—that keeps linings sag-free, wrinkle-free. 
Keep toe styles smart—use Celastic to reproduce accurately the toe lines of the last. 


Both toe comfort and style are a step ahead with Celastic. 





UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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MIAMI MERCHANTS FEEL 
PRICE RESISTANCE 


HOE merchants throughout the 
greater Miami area feel that there is 
a pronounced price resistance wave 
among the buying public. It is not so 
easy today to sell anything at any 
price, they say. Women want some- 
thing for their money. Now that stocks 
are more complete it is not a ques- 
tion of “take it or go without.” Some 
other merchant will likely have the de- 
sired shoe. 


There is some activity in suede, but 
this is expected to be more important 
in the Fall. Calf is selling well, espe- 
cially for travel wear. A soft. calfskin 
model in brown, blue, red or black is 
wanted for wear with the tailored suit 
that is in high favor. Patent is among 
the best selling numbers, because of 
its versatility. It is felt that patent 
will be one of the most important shoes 
for Summer. 


Reptile of all kinds continues to be 
close to the front in the fashion pic- 
ture. Like patent, it is very adaptable. 
In Miami Beach I. Miller has an alli- 
gator-lizard with squared toes and 
stitched sole shown for wear with a 
tailored outfit. Hertz-Ross is featuring 
white suede with cobra tips and heels. 
Milgrim is showing suede in several 
colors “spiced with cobra” trim, and 
Burdine’s is featuring a buckskin 
pump with platform and butterfly bow 
of brown cobra. 


Wedgies are still good, and Nankin’s 
of Miami has had success with a line 
of suede, patent and calf, in color, with 
snake platform. 


Platforms continue to be a number 
one item. All shoes are shown with a 
slightly lower platform than was in 
evidence not so long ago, but because 
of the added comfort such a sole gives 
the wearer, particularly in warm 
weather and hot pavements, they are 
in demand. 


There continues to be a dramatic 
color contrast in many of the Spring 
and Summer shoes. The platform fre- 
quently gives the needed color. 

A little gold has been introduced in 
some of the better shoes. This gives a 
luxurious touch that has a special ap- 
peal. There may be a gold trimmed 
bow on the vamp, or an underlay on a 
perforated vamp. 
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White has been most important dur- 
ing the past month. It has regained 
its place as the leader among Summer 
shoes. There is some demand for 
fuchsia, and red continues to be good 
but it ‘does not hold first place as 
earlier in the season. Green is mov- 
ing and a lot of blue is in the picture. 
White touched with gay color contrast 
is making itself felt in sales volume. 

Play shoes continue to be active and 
here all the gay colors from “South of 
the Border” are having a big play. 


* * 


JUNE WILL BE DECISIVE, SAY 
ST. LOUIS RETAILERS 


JUNE is all important to women’s 
shoe retailers in St. Louis. Always a 
big month for Summer selling, it 
looms as a period of more than usual 
significance this year. For the first 
time since before the war, Summer 
footwear will be offered in a buyer's 
market. But more important, the sale 
of feminine footwear during June is 
expected to provide St. Louis shoe 
retailers with a fairly accurate gauge 
of consumer acceptance for the ~re- 
mainder of the year. 

The Spring selling season, although 
definitely occurring in a buyer’s mar- 
ket, did not provide this gauge or 
index to what was in prospect for 











Jeectns's sho tame of Sentne Fechom Betas tte tame of Senter eins 


Travel shoes for gay vacation days 
were offered in two styles by Buer- 
dine's in Miami. 





the remainder of the year. Easter 
came early; Winter lingered, and 
when unseasonable temperatures failed 
to keep the customers out of stores, 
rainy weather did the job. Thus, with 
late May sunshine offering a sample 
of what can be expected in the way 
of weather in June, shoe merchants 
expect the current month to lift the 
curtain which has shielded consumer 
purchase inclinations throughout the 
first part of 1947. 

While not willing to anticipate the 
story the current month will tell, buy- 
ers are much less hesitant about pre- 
dicting what they believe will be vol- 
ume sellers. Whites in spectator mod- 
els will be good, a number of buyers 
have stated, with volume expected to 
be about the same as a year ago. All 
desirable whites will be good, others 
have said, in such styles as d'Orsay 
pumps, sandals straps and ties. 

Brown and white combinations and 
darks also are expected to obtain a 
strong demand. Play shoes, in some 
quarters, are expected to create a 
lesser demand than they did a year 
ago. While the Spring season was 
discouraging from a pairage stand- 
point to many St. Louis shoe mer- 
chants because of the continuous bout 
with the weather, sunny days in early 
May provided the stimulus needed to 
aid them in moving a part of their 
remaining Spring stocks. Also lifting 
their spirits was the improvement in 
deliveries, which they felt would give 
them the variety needed for a suc- 
cessful June. 


a on a 
BUSINESS REMAINS GOOD 
IN NEW YORK 


BUSINESS in New York stores and 
departments selling women’s shoes 
has been good these past few weeks. 
A number of Fifth Avenue stores 
report better figures than a year 
ago, adding that unit sales may be 
down somewhat, however. One store 
directly attributed its good business 
to the fact that its shelves were clean 
of undesirable merchandise. Less is 
being said about price resistance by 
a number of stores, although others 
say that it continues “all along the 
line.” In one store, not among the 
high style, high price upper Fifth 
Avenue merchants, best business is 
reported to be in the $10.95 to $25 
bracket, continuing a trend already 
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established during the war years. 

Sales are concentrated at present 
orn Summer shoes. Spectators have 
been selling very well with the brown 
and white closed type the number 
one choice. One store reports blue 
and white the second choice; another 
red with white. There is a little in- 
terest in black and white spectators. 
Novelty treatments of white com- 
bined with color sell as more dressy 
shoes, according to high style opin- 
ion. One store catering to the young 
trade is carrying a number of casual 
types in all-white and is finding them 
good sellers for graduation. 





Casual shoe sales are another in- 
dication of interest in Summer shoes. 
Several representative stores report 
that customers are buying them in 
both fabric and leather. In addition 
to white and pastels, neutral grey and 
cocoa and navy are wanted in this 
type. One very active casual depart- 
ment finds that its customers are 
value, but not price, conscious. Sev- 
eral stores selling the young trade 
report that ballet shoes are selling 
well. 

Aside from the current white busi- 
ness, black suede continues to be 
the number one seller with more ac- 
tivity expected next month, when 
Summer business is expected to fall off 
a little. Wherever a store has navy 
in stock it continues to be in strong 
demand. Red is a color which is 
selling in all types of shoes and 
promises.to be popular right through 
the season. It is especially good as a 
young color. Where red bags are 
available they are also selling well. 
Another young style is the gold kid- 
skin barefoot sandal and other 
opened-up sandals bought to wear 
with daytime Summer dresses matched 
to belts. Cocoa and grey are selling 
with bags in matching suede. 

In general, the double sale of shoes 
and matching handbags has not been 
successful Where the store has been 
known for its matched accessories it 
is easier for the sales clerks to make 
the second sale. In other stores, it is 
reported that they often lack the 
initiative to suggest a handbag to 
match the shoes just sold. Some 
stores did well with hosiery and bags 
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The “Hi gang” and its tastes were 
the subject of this recent attractive 
ad by Ernest Kern Co., Detroit. 





for Mother’s Day. Slippers were not 
so important in many stores. 

The story on heels continues to be 
one of extremes, although many 
medium height heels are sold. Three 
inch and half or three-quarter inch 
heels make more news than these 
16/8 to 20/8 heights. The demand 
for platforms ranges from one-quar- 
ter to three-quarters of an inch in 
height. 

One large children’s and girls’ de- 
partment reports the monk moccasin 
better than the plain Norwegian moc- 
casin, but the saddle with red rub- 
ber sole best of all. This same store 
says that play shoes have been sell- 
ing since the end of April and adds 
that the barefoot sandal with front 
strap is very good. Red is their big- 
gest color; then brown and white. 
Navy sold out fast, they report. An- 
klet sandals are good. Blue and white 
and brown and white spectators on 
13/8 heels, highest in the department, 
are selling now. 

4. © 


DETROIT FACES PRICE 
UNCERTAINTY 
SHOE trade in Detroit is undergo- 


ing a new transition, toward more 
normal operation so far as supply 
of shoes is concerned, but uncer- 
tainties over price levels are claim- 
ing the spotlight. 

Supply situation has eased up in 
most lines. Wholesale salesmen in 
general are doing a full selling job 
again, despite the continuance of 
some vestiges of quotas and alloca- 


tions, in place of the situation of a 
few months back when the traveler's 
job was largely to spread available 
stock around fairly. 

Floor stocks of shoes, however, are 
generally low. Easter trade here was 
brisk, though averaging around 10 
to 15 per cent below a year ago. 
Differences in dates and unseasonable 
weather, however, with late snow- 
storms, floods, and prolonged rain 
and cold, make actual comparison 
slightly erratic. Easter selling cleared 
out many of the uneven highs of sal- 
able merchandise, while retailers to- 
day are canny about buying, instead 
of eager to take anything as they were 
during the Winter. Demand for im- 
mediate delivery is still strong. but 
buying for Fall delivery, which is 
a return to normal operation and care- 
ful advance planning of merchandis- 
ing policies, are conducted at a 
slower pace, with more emphasis on 
competition. 

Repercussions of the Newburyport 
10 per cent across-the-board price 
cut were mixed; retailers generally 
felt themselves unable to adopt any 





such blanket policy. One Detroit 
suburb, Hamtramck, officially adopted 
the idea at the start, but shoe stores 
generally stayed away from it. Shoe 
stores there generally reported vir- 
tually no demand from consumers for 
a 10 per cent cut in their prices. 
In some cases, a cut was used to 
clear out certain lines of merchan- 
dise, but the price level was held 
firmly. Major Detroit stores were 
ready to point out that a straight 
10 per cent cut would threaten fi- 
nancial stability of the retail trade, 
especially the smaller stores. 

Local retailers report a fairly gen- 
eral 50 to 75 cent downward trend 
in price levels on men’s shoes at 
wholesale, and are anticipating drops 
of about $1.00 in women’s lines. 
However, higher grade lines appear 
to be holding up, and even increas- 
ing prices, and retailers report more 
emphasis on quality than usual. 

Trend toward colors, especially for 
Fall—following a heavy white sea- 
son this Summer—is very marked. 
One typical summary lists wine, green 
and plum, and gray as strong second- 
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—one of the greatest mer- 
chandising aids ever of- 
fered the shoe mer- 
chant. 


PATRONS will appreciate your effort to prevent the 
spread of foot infection to THEIR feet. 

The Adrian Sanitizer eliminates bacteria in shoes they 
try on BEFORE being put on their foot—and right be- 
fore the eyes of the customer, where it makes the 
greatest impression. 

The Adrian fitting stool is the last word in convenient, 
efficient shoe sanitizing. You can offer this service to 


The yo ) 
Shoe Sanitizer” 














your customers at a surprisingly low cost. 
Write for literature and further information. 
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Editorial Outlook 


[CONTINUED FROM PAGE 58] 


pleasant task. It means honest, friendly cordial cus- 
tomer relations all along the line. 

But first of all, every store must find the particular 
area in the broad scheme of retail footwear distribution 
in which it will elect to serve its own individual clien- 
tele. The successful store is rarely if ever one that tries 
io run in all directions at once. The modern trend in 
retailing is more and more toward specialization. A 
shoe store can serve its community by providing the 
stvles that fashionably minded people prefer, or by pro- 
viding shoes at a price for people of limited incomes, 
or by a combination of the two, which is the particular 
area of specialization where many chain groups excel. 
It can serve by building a reputation for quality and 
service, or by providing a specialized fitting service. 
It can go farther and specialize in the types of shoes 
designed expressly for those who have foot troubles of 
one kind or another. 

Find your area of specialization and then do the best 
pussible kind of a job in that particular field. That 
seems the logical advice for retailers who find them- 
selves a bit confused as to the future course that they 
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should follow. And having found your specialty and 
streamlined your operations for maximum efficiency, 
jet the customers who are likely to be interested in your 
shoes and service know what you can do for them. In 
the competitive era that is shaping up ehead of us, 
building the best mousetrap or having the best fitting 
line of shoes may not always suffice. You also have to 
tell the world about it, lest the customers beat a path 
to the other fellow’s door. Service is essential, but 
successful competition in the future will also call for 


energy, enterprise and aggressive intelligent promotion. 


Becomes Buyer and Sales Manager 
of Washington Store 


Wasuincton, D. C.—Louis Triffleman has assumed 
his duties as buyer and general manager of Ross Saturn, 
Inc., here, and will in addition supervise a Falb expan- 
sion program of the firm, which will include a new unit 
on F street and several others, it has been announced. 

Mr. Trifflleman was formerly buyer and merchandise 
manager with Ansonia Shoes for twelve years. 








ary trends in addition to the familiar 
reds. 
* * = 
SUMMER SHOES EMPHASIZED 
IN CHICAGO 


MoTHER’s DAY was used by many 
shoe shops in Chicago as a focal 
point in their advertising. The ap- 
peal was varied; some suggested good, 
down-to-earth slippers for a comfort- 
loving mother; some stores featured 
dressy satin mules and d’Orsays for 
a glamourous Mom; others suggested 
shoes with a corrective arch for a 
practical-minded mother. Even though 
few of these ads brought in any large 
degree of business, they did point up 





the gift idea and brought customers 
into those departments where coordi- 
nated accessories are sold in conjunc- 
tion with shoes. 

Summer shoes have received em- 
phasis everywhere, and not since long 
before the war has there been so 
large a variety of styles in white 
suedes and in two-tones. O’Connor 
& Goldberg have consistently stressed 
Summer shoes for six weeks or more, 
in spite of the fact that warm weather 
did not come to Chicago until mid- 
May. In white shoes as in dark 
leathers, the sling pump still contin- 
ues as first choice. In dressy types 
the sandal is important, this too in 
sling models. The ankle strap seems 
considerably less popular than for 
some time, although some merchants 
have faith in it for the Fall season. 

Since the National Shoe Fair in 
New York, most buyers are thinking 
in terms of Fall merchandise. All 
are seemingly interested in new 
styles, believing that tangible changes 
in models will stimulate interest or 
the part of the consumer. However, 
many have not yet made large com- 
mitments for their departments since 
they feel uneasy about the condition 
of the market. Business, on the whole, 
has been fairly slow and most buy- 
ers hesitate to stock up with new 
goods until they can get a more defi- 
nite reaction on the buying temper 
of the public. They have been handi- 
capped during the Spring season by 
inclement weather, with the tempera- 
ture hovering in the 30’s and 40's for 


many weeks. Even with a steady bar- 
rage of ads on Summer whites, busi- 
ness has been slow. Now, however, 
with a change to normal tempera- 
tures, buyers are certain that their 
warm weather stocks will begin to 
move at a normal pace. In the so- 
called better stores, shoes retailing 
between $8.95 and $12.95 have been 
most active, although a few shops 
carrying only high priced footwear 
report that their business has been 
continuously good. They attribute 
this to the fact that their clientele 
is definitely quality-minded and there- 
fore continues to buy the footwear 
that will give them the most value for 
their money. Outlying, or neighbor- 
hood stores, on the other hand, have 
found a continued resistance to prices 
in general, this reaction stemming 
mainly from the fact that the house- 
wife seeking shoes for herself and her 
family has less money to spend today 
due to the high overall cost of most 
foodstuffs. 


~~ =. = 


COAST MERCHANTS SEE 
NEED FOR NEW SILHOUETTE 


PoINTING to the extreme change in 
the silhouette of women’s clothing, 
shoe buyers in Los Angeles have ex- 
pressed a need for a drastically new 
silhouette in women’s footwear. They 
contend that the current version of 
the closed-up pump, which made its 
debut last Fall and which has been 








Tow: Brows played against White Suede 
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The popular combination of brown 
and white in an interesting ad by 
Lyttons of Chicago. 


carried over with slight changes, is 
not the answer to the demand for new 
fashions in footwear. 

Many approve the new feeling of 
Paris shoe collections, as described 
recently in the Recorper. They like 
the high-riding styles and the smart 
ornamentation which have also been 
seen to some degree in recent Ameri- 
can collections. What they want is 
something very different in women’s 
footwear, but most of them cannot 
put their finger on exactly what the 
new styles must be and some are 
doubtful of public acceptance of revo- 
lutionary patterns. 

To many of them, new and interest- 
ing colors and more exciting treat- 
ment of color and ornamentation seem 
the right answer. But those who 
point to the necessity of totally dif- 
ferent patterns also emphasize that 
the number one favorite in this area 
is still the open toe sling pump. Plat- 
forms are also rated high in popu- 
larity, underscored because of com- 
fort, which, retailers are convinced, 
must be the keynote of any new 
styles evolved. 

In general, the local business out- 
look is one of conservatism, and cau- 
tion tinged with mild optimism. Shoe 
merchants admit that they are over- 
stocked in some types, particularly 











men’s shoes in heavy leathers and 
teen-age girls’ shoes. They have been 
moderately successful in unloading 
undesirable merchandise by mark- 
downs and by disposing them at cut- 
rate prices. How to get rid of some 
undesirable merchandise still on hand 
is presenting a problem with those 
who either bought too heavily or re- 
ceived shipments of last Fall's mer- 
chandise during the Spring season. 

In women’s shoes, brown and white 
spectators are continuing to sell like 
hot cakes. All-white dress styles are 
also best sellers. Much interest is 
shown in red calfskin and green suede 
in tailored and dressy styles. The 
most popular heel height is 18/8. 
The demise of the flat is noted by 
many buyers, with one buyer stating, 
“Flats are bouncing up to 12/8 and 
this heel height is being worn by the 

[TURN TO PAGE 98, PLEASE} 
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Capture the 
Collegiate Market 
[CONTINUED FROM PAGE 57] 


sales floor supervising sales and greet- 
ing customers. This is especially true 
with the college element. They desire 
special attention. The store executive 
should make the college group welcome, 
but should avoid all display of super 
salesmanship. He suggests studying 
the society pages to keep informed on 
current collegiate activities. 

“Most managers use an August to 
September and December to January 
sampus merchandising program,” Mr. 
Du Pre explained. “This is good busi- 
ness because it sells the local element 
going out-of-town to college. However, 
this type of program has its limita- 
tions. A store in Massachusetts can 
sell shoes to a coed going to school in 
Florida, but it cannot assure her that 
the models she bought will be in vogue 
on the Florida campus.” 

Campus shoe fads influence the wo- 
man who does not have the current 
model to acquire it. The coed will not 
write to her home town store and have 
it mailed to her; instead she will go to 
the store in the college town and buy 
it. Experimentation and the desire to 
be recognized as a style leader inspire 
women to add continually to their ward- 
robes. 

“Selling the coed market is easy,” 
Mr. Du Pre stated, “and the time to 
make a sale is just about half that re- 
quired to sell a woman in the business 
world. College women buy clothes for 
a specific occasion and know what they 
want priro to entering the store. They 
inform the salesman what they desire, 
are shown the correct model, and make 
their purchase. Business women and 
housewives prefer to be shown a large 
variety of models in a wider price 
range before they make their final 
selection.” 

A desire to travel light and make 
purchases in the college city so that 
they will be in the height of fashion 
can reap a pretty nine-month profit 
each year for the store that caters to 
the college element. 





Competition Rules 
Atlanta’s Shoe Business 
[CONTINUED FROM PAGE 51] 


them. I’d say 35 per cent of the women 
who are buying shoes here today are 
shopping around first. With men the 
percentage is much lower.” 

Except for the demand for quality, 
tastes of Atlanta shoe buyers have not 
changed much in the last year. 

“Style preferences are fairly set 
here,” explained one shoe man. “The 
national style influences such as the 
women’s magazines have almost no ef- 
fect. Tests we have made show these 
style publications have very small cir- 
culations in this area. 
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Style 8233—Black Kid Bluch 








Widths: D, E, EEE 





Philadelphia: 32 No. Fourth St.—A/ Lonker 





SUPREME FASHION ARCH SHOES 


IN STOCK — IMMEDIATE DELIVERY 
price 33-90 sizes 4 tos 


Style 8230—Black Kid Gypsy Oxford Style 8234—Black Kid Nurses’ Oxford 
Cuban (15/8) Leather Heel, Patent Tip Low (12/8) Leather Heel 


er Oxford Style 8236—Black Kid Blucher Oxford 
Cuban (15/8) Leather Heel, Patent Tip 





142 DUANE STREET, NEW YORK 13, N. Y. 


Chicege: 35372 Carroll Ave.—Herman Scharf 
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Low (12/8) Leather Heel, Patent Tip 

Widths: D, E, EEE 

8223—Same as 8236 with Black Kid Tip 

8231—Same as 8236 with Cuban (15/8) 
Leather Heel, with Black Kid Tip 


Detroit: 166-24 Woodingham Dr.—leo Chodes 








“The truth is that Atlanta women 
don’t have much use for style in their 
shoes; most women buy shoes for street 
wear. Atlanta isn’t a city of night 
clubs and fashionable entertaining. The 
social life of this city is centered with- 
in small groups, churches, clubs and 
similar organizations. The large scale 
night life you find in the East and 
North isn’t part of life in this area. Not 
five per cent of the thousands of dol- 
lars in women’s shoes that we sell are 
purchased for such use; street and 
utility wear comprise the main pur- 
chases.” 

Atlanta is today one of the most ac- 


tive business cities in the nation. It is 
becoming a mecca for southern distribu- 
tion offices and the establishment of 
branch plants by northern and eastern 
industries, and there is little argument, 
even from competitive cities, as to its 
dominance of the southeastern area of 
the United States. In these organiza- 
tions are employed thousands of men 
and women who for the most part live 
in apartment dwellings and whose in- 
terests are limited to their work, a 
moderate living and a moderate amount 
of play. 

The city itself has grown from a 

(TURN TO PAGE 102, PLEASE] 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Menuyfactariing mt Markets 


Boston 


ALTHOUGH there is activity in some New England wo- 
men’s shoe factories making staples and leather casual 
types to retail between $8 and $9, wholesale business, 
viewed broadly, is dull. There has been, however, more of 
a demand for white shoes and two-tone spectators than 
had been anticipated earlier in the Spring, but merchants 
are reported still to be wary of placing orders in advance 
for styles other than those needed for almost immediate 
selling. 

There is a persistent feeling—perhaps hope would be a 
better word—that the retailer’s reluctance to buy is due to 
the presence in his stocks of large inventories not yet 
sweated off; and that, therefore, a resumption of buying 
may be expected when retail stocks again become low. The 
hope that the merchant will resume buying at the present 
price level, however, is not so strong. As reported several 
times in the past, the bright spot is the children’s shoe 
business, variously characterized as either “booming” or 
more mildly, as “satisfactory.” 

As factory orders have dropped off, unemployment has 
increased, and there are few shoe manufacturing centers 
in the New England states which do not show these signs 
of largely curtailed activity. 


St. Louis 


Excepr in some few instances manufacturers here are 
following the policy carried out at the New York Shoe 
Fair and the Dallas and Augusta shows of selling shoes 
on an allotment basis. The reason given is that on-schedule 
deliveries are more easily attainable under the allotment 
system than by having their salesmen take orders for 
quantities without a limit. 

Retailers have informed manufacturers that they cannot 
carry over their stocks of late arrivals as was possible 
during the war years. Moreover, manufacturers report, 
buyers have become adamant on this point and have de- 
manded delivery of orders on schedule, which has resulted 
in the organization of production here on a basis whic! 
is intended to get deliveries to a prewar norm by Mid- 
summer. 

That manufacturers are making progress in overcoming 
the delivery problem is evidenced from scattered reports 
throughout the industry that cancellations are considerably 
less than during the early Spring. 

Though industry spokesmen say most retailers and 
buyers are using up their full quotas according to their 
allotments, there are reports of buyers whose inventories 
are heavy who are reducing their quotas, which has en- 
abled some manufacturers to take this surplus and build 
up quotas of others who can use the extra pairage. In the 
opinion of one producer inventories have tended to build 
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up faster in larger towns and cities, which has worked to 
the benefit of small town merchants who now are able to 
get larger quotas. 

In addition to the delivery problem the primary concern 
of most manufacturers here probably is the continued 
scarcity of wanted materials. While a number of industry 
spokesmen has reported “little improvement” in recent 
weeks, many look for a greater supply of wanted leathers 
in about 90 days due to the cattle slaughter. The leathers 
in highest demand appear to be colored calfskins ond 
suedes in red, green and wine. 


New York 


THE professional soothsayer’s life on Wall Street is not 
an easy one: one or two major errors in judgment and his 
voice cries in the wilderness, alone and unheard. Today 
at a time when the stock market is depressed to new lows 
for 46 and °47, the trees of The Street are filled with these 
adventurous gentlemen, balancing on precarious limbs of 
prognostication. A substantial majority of them are “bull- 
ish,” convinced that stocks and the U. S. economy will rise 
in prosperity; one or two intransigeants forecast a toboggan 
decline from present levels, on the premise that profit 
margins, faced with high static costs, will dwindle to 
nothing under a competitive scramble for the consumer's 
attention. It is encouraging, at least, to find the majority 
opinion of men who live by economic foresight favoring 
an imminently bright future. 

Most of the high-grade women’s shoe manufacturers, 
here, are booked pretty solidly until September, it is 
reliably reported, and, with the retailer buying perhaps 
only half of his Fall needs at the National Shoe Fair and 
elsewhere, it is highly doubtful if these manufacturers 
will be operating at much less than full capacity. The reti 
cence of the buyer, on the other hand, has forced a number 
of these companies to hit the road for the first time in 
six years. The competitive emphasis thus swings from 
the languorous sales office days of the war to postwar road- 
maps. The traveling salesmen today are rightly obsessed 
with three little words: value, style and quality. 

In the Duane Street wholesale district, Local 65 of the 
United Shoe Workers of America, CIO, asked for (among 
other things) a twenty cent wage increase, on May Ist, a 
yearly date set aside by contract for discussion of wage 
adjustments. Last May Ist, the wholesale workers were 
granted a 30 cents an hour cost-of-living raise, but current 
feeling among the members of the New York Wholesalers 
Association is unanimous in objections to further increases. 

A brief but rather conclusive survey of wholesalers here 
indicates that style items are selling well, against a tide 
of business that is considerably below last year in dollar 
volume. One man said, “Things won't be like they were 
last year for a long time.” Others judge this an under- 
statement. 

[TURN-TO PAGE 89, PLEASE] 


Boot and Shoe Recorder 











HI 


ADLER 





Helpful Slants on Shoe Selling 


[CONTINUED FROM PAGE 74] 


that will be more suitable to her needs, he will try to 
browbeat her into buying the shoe he is showing her. 
He imagines himself the epitome of salesmanship. The 
customer may buy the shoe but may leave the store 
resenting the salesman’s pressure. A far better way to 
sell shoes is to have a thorough knowledge of all the 
styles in stock so that when a customer says that the 
shoe you are showing her isn’t exactly what she had in 
mind, you can think of another style in stock that will 
suit her purpose or that will fit her better. 

When Mrs. Fert] comes in and asks for a smart 
Spring shoe, it is so easy to go over and pick out that 
new number that just came in and show it proudly. 
You know it’s beautiful. You 
know it will sell itself without any work on your part. 
In short, it’s a wrap-up, no work involved. But let 
us give one moment's reverent thought to that old 


You know it’s new. 


number on the shelf, the one from last year. Do you 
forget to show that shoe because it’s not so new, not 
so snappy, because you might have to work to sell it? 
Do you let the older numbers lie on the shelf while you 
sel] the newer ones, the ones that walk out by them- 
selves? 


Sell the old shoes first. They’re poison to the store. 
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(and if you don’t mind repetition, what's poison for the 
boss is poison for you . . . even if you belong to a union, 
it won't do you any good when your store dies of slow 
poisoning). Put all your efforts into pushing the old 
stock out. In many cases your older styles are old only 
in your eyes. 

Talking about enthusiasm, how is your enthusiasm 
today? Do you really act as if it is the greatest honor 
and pleasure to wait on Mrs. Fertl? Or do you fall into 
that category that is known as the stool-holder-downer ? 

Have you ever seen a stool-holder-downer in action? 
Or should we say inaction? He slips a shoe onto the 
customer's foot then just sits there either looking at 
the shoe or looking off into space or looking out the 
window. To all appearances he serves no purpose 
other than to hold the stool down. If the customer is 
satisfied with the shoes, he wraps them up. If she is 
not, he goes off for another shoe which he slips on, 
then looks off into space until the customer disturbs 
him again. 

Let’s watch ourselves next time we wait on a cus- 
tomer. If we find ourselves falling into the stool-holder- 
downer class, let’s give a little thought to finding out 
why we have no enthusiasm for our work. 
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Here Today — Opportunity at Half-Price 


how few hours our shops can be open 
and still get maximum sales. The rea- 
son this movement has begun is un- 
doubtedly because of the advent of the 
shorter work week, but store hours and 
working hours are two different sub- 
jects. Employes are entitled to work 
fewer hours in our new kind of econ- 
omy. We believe in that, but that 
should not determine our store hours. 

You cannot force the public to shop 
within certain restricted hours. The 
result is the exodus to other trading 
centers. Mail order stores have been 
wisest in this regard and have switched 
from strictly mail orders to retail sell- 
ing and have cashed in on broadening 
shopping hours. The corner drug store 
carries everything from candy bars to 
baby buggies. Service stations are now 
selling furniture, frigidaires, hardware 
and nylons. Why? Because they are 
open when it is convenient for 100 per 
cent of the customers to buy. 

As a representative of the specialty 
stores group, I am aware of another 
factor called impulse buying. Many 
customers passing a variety store or 
specialty store window will be reminded 
of something they wanted to buy, of 
which they had given little thought un- 
til the spur of the moment. All of us 
have been reminded of the needed razor 
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blades as we passed the drug store. The 
department stores have a slightly dif- 
ferent attraction; the charge account 
service, the delivery service, the special 
events, such as style and fashion shows, 
in the greater part, appeal to the house- 
wife who does not work and who can 
shop at almost any time, or order what 
she wants by telephone. The specialty 
stores offer the great majority of the 
buying public somewhat lower prices 
because of their cash and carry sys- 
tems; these are the people who can shop 
only before they go to their jobs, at 
lunch time, or after working hours. 

If down town areas insist on shrink- 
ing store hours, they will shrink busi- 
ness and when they shrink business, it 
will eventually shrink real estate values 
and many other values that built it as 
an attractive shopping center. I do not 
want it to be understood that I am 
fostering longer hours than normal; 
rather I am pointing out the danger of 
reducing business hours to anything 
less than six full days a week. 

Now getting to the people entering 
Retailing, or you salesmen who have 
already chosen this for your profession. 
If this be a golden age of opportunity 
for you, you may say, “Spill it.” 
Chances of getting ahead are figured 
on odds. Look around, what are the 


odds? How many people in your group 
really want to get ahead, are willing 
to do something about it? Industry- 
wide, the odds were never greater. 
What can you do about it? 

Everyone should do _ constructive 
reading. Many successful people in 
business of one kind or another have 
not had extensive academic training, 
but through their own ingenuity and 
self-education, have become peers in 
knowledge and leadership. We cannot 
depend on learning everything just 
from our own experiences. We should 
read books on human behavior. In Re- 
tailing, we are in theh “People Busi- 
ness,” first and foremost. We need to 
learn about people. 

Yes, today is a chance to get a head 
start on the other fellow. Get your 
roots deep in your business and stay 
with it. The pay-off will come in the 
lean years ahead. If your business or 
your job is based on sound policies, it 
will perpetuate itself through the ups 
and the downs. Old firms who have 
out-lived the economic crisis have stuck 
to a basic policy, and have weathered 
all kinds of storms. Our personal ex- 
periences will be no different if we now 
give more to cur business than we ever 
have before. 





Shoe Production and Shoe Prices 
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April will continue to hold up very well. 
I do not expect April to exceed last 
April by 16 per cent, because we made 
almost 50 million pairs of all types in 
April of last year. The point that I 
wish to stress is that so far the in- 
crease in prices has not had the serious 
immediate effects that we feared four 
or five months ago. 

The public has become value con- 
scious, but the shoe industry is giving 
them better value. We have better 
leather, better workmanship, better 
styling and materials. We no longer 
are compelled to use synthetic cements. 
Wartime shoes are gone. A detailed 
analysis of the entire situation sup- 
ports the belief that thé public is will- 
ing to pay today’s prices for honestly 
made and honestly priced shoes. 

As you know, we had a big Shoe Fair 
in New York. It was given under the 
joint auspices of the National Shoe Re- 
tailers Association, and the National 
Shoe Manufacturers Association, for 
which I work. The show did a lot of 
good for the industry in making peo- 
ple in general and retailers in particu- 
lar, realize that major price cuts were 
not in the cards for the time being. 


There were some adjustments both up 
and down. But retailers soon - dis- 
covered that to hope for worthwhile 
price reductions at this time was merely 
wishful thinking. The reductions which 
have been made so far fall into four 
different classes. 

First, there has been some regroup- 
ing or consolidation of price lines. For 
example, some companies that had been 
selling at $7.95, $8.95 and $9.95, threw 
everything together at $8.95. Changes 
of this sort do not constitute much of 
a reduction. 

Second, there have been substantial 
reductions on some shoes that were 
selling out of their competitive groove. 
The OPA you know, never had a spe- 
cific price schedule for shoes like they 
had for hides. During most of the 
OPA’s life, a man who did not make"a 
particular shoe in March, 1942, could 
sell it for almost anything he pleased. 
Section 2(b) of OPA’s GMPR virtually 
permitted a manufacturer’s conscience 
to be his guide in selling shoes which he 
had not made in March 1942. It is no 
secret to anyone that some of these 
shoes were overpriced. Reductions on 
shoes in this category belong in a class 


by themselves. Manufacturers of shoes 
which were not priced loosely cannot 
afford substantial reductions but in 
most instances they do not face the 
same necessity to make them. 

Third, a few manufacturers have 
made minor reductions of a few cents 
a pair. In some cases this was done as 
a public-spirited gesture to help keep 
living costs down, but some companies 
did it because they practiced strict re- 
placement pricing. There have been 
slight decreases in some leather costs— 
of heavy leather particularly—from de- 
control peaks. These are sufficient to 
justify reductions of a few cents per 
pair on shoes priced on a strict replace- 
ment basis. Few manufacturers in- 
creased prices sufficiently to permit-re- 
ductions to be made now. 

Fourth, in some very high priced wo- 
men’s lines, there have been reductions 
which were small minor reductions per- 
centage wise, but which were big re- 
ductions in dollars per pair. A 10 per 
cent reduction on a shoe which retailed 
for $25.00, is $2.50 a pair, but on a 
$5.00 retailer a cut of $2.50 would be 
a reduction of 50 per cent. Needless to 
say, cuts of this magnitude are out of 
the question except in a clearance or 
fire sale. As a matter of fact it is much 
harder to make even a 5 or 10 per cent 
cut on a 5 or 6 dollar retailer than it 
is on a high priced shoe because mate- 
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rials and leather represent a higher 
percentage of the manufacturing cost. 
Please do not think it is my inten- 
tion to disparage any of these de- 
creases. As a matter of fact, I believe 
that all of them will be helpful, but I 
do think it is important also for the 
people in the industry and for the pub- 
lic to know what lies behind them. 
With all the pressure being exerted 
today on everybody to lower all prices, 
except wages, it is very easy for the 
public to get the idea that all shoe 
prices are likely to come down. One 
reason why it is easy for uninformed 
people to jump to the conclusion that 
shoe prices are vulnerable and likely to 
come down is that shoe prices have 
been forced up somewhat more than 
commodities generally during the past 
six months. The public does not realize 
that the shoe manufacturers have done 
much, and perhaps too much, to cushion 
the impact of increases in labor and 
material costs that occurred last year, 
particularly since decontrol. Accord- 
ing to the March issue of the monthly 
Labor Review published by the United 
States Department of Labor, the cost 
of shoes for the average working-class 
family during 1946 increased about 20 
per cent while the general level of hide 
and skin prices went up 88 per cent in 
the first eleven months. While the 
small percentage advance in shoes, com- 
pared with hides and skins, is praise- 
worthy, it has not saved us from criti- 
cism by uninformed persons who note 
anly that shoes have gone up somewhat 
faster than commodities generally, and 
conclude that what goes up comes down. 


Shoe Prices Not Out of Line 


Having gone to considerable lengths 
to show that shoe prices today are not 
as far out of line as some of us earlier 
feared, I want to emphasize strongly 
that the general level of shoe prices in 
the long run will be set by what the 
public is willing and able to pay for 
shoes. If the people who complain 
about shoe prices would recognize that 
shoes are under-priced compared with 
current labor and material costs they 
would be doing the industry a service 
instead of a disservice in reminding us 
of the inescapable fact that what goes 
up must come down. Bearing a change 
in consumption habits what the public 
is willing and able to pay will undoubt- 
edly bear a close relation to what hap- 
pens to the prices of goods and ser- 
vices of all sorts. : 

Our principal raw material, as you 
know, is a by-product and its price is 
determined entirely by demand. 

When we cannot sell shoes, hides 
must come down. To you in the hide 
business, this is your misfortune and 
your salvation at the same time. The 
hides will keep coming regardless of 
the prices and you will have work to do. 
None of us have any permanent vested 
interest in high prices and we all make 
our living in keeping the publie eco- 
nomically and satisfactorily shod. 
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quarters of a century 


Dittmann policy has 
shoes at a fair price. 


Cincianati, Ohio 





$g.95 
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YEARS 


OF SATISFACTION! 


t, 1947 is our Diamond Anniversary. For three 


we have manufactured women’s 


shoes exclusively—women’s shoes that have satisfied 
our dealers and their customers. 


The reason for this is simple. The Krippendorf- 


always been to deliver quality 


The Krippendorf-Dittmann Company 
New York Showroom: Marbridge Building 
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and $9.95 


(Slightly higher Denver west) 


*Nationally advertised in Wogue, Ladies’ Home Journal, Mademoiselle, Woman's 
Home Companion, Good Housekeeping, The Grade Teacher, end The Instractor. 








Northwest Provides 
The Complete Shoe Store 
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perhaps more attention than any 
others. The section is equipped with a 
fitting platform, on which the child 
walks in stocking feet under the close 
inspection of a fitting supervisor whose 
sole function is advisory, rather than 
selling. After the youthful customer is 
fitted with a shoe by an 

clerk, he again undergoes the fitting 
supervisor's scrutiny for approval or 
further care. 


The color scheme is a blend of pastels 
throughout the modern and well-ap- 
pointed interior. With carpet and ceil- 
ing of matching shades, each depart- 
ment features a primary color, with its 
modifications supporting it in soft 
contrasts. 

The casual, strolling observer de- 
cides, in no little wonderment at the 
completeness of function and perfec- 
tion of taste, that the next expansion 
must only include a department of 
Seven League Boots and departments 
of Cinderella’s Glass Slippers. 


87 








Trade Honors 


Wm. H. Bresnahan 


Funeral of Late President of 
Compo Shoe Machinery Cor- 
poration Largely Attended 
by Trade Representatives. 








Boston — Prominent representatives 
of all branches of the shoe industry 
gathered in large numbers May 17 to 
pay final tribute to William H. Bresna- 
han, late president of Compo Shoe Ma- 
chinery Corporation, at the funeral 
services in Swampscott, where Mr. 
Bresnahan made his home at 145 Puri- 
tan Road. Solemn requiem mass was 
celebrated at 10 A.M. on that day at 
St. John’s Church in Swampscott, and 
burial was in Holyhood Cemetery, 
Lynn. 





WILLIAM H. BRESNAHAN 


Mr. Bresnahan’s position in the shoe 
industry was unusual in that he had 
attained distinction not only as a shoe 
manufacturer and as a founder and 
later chief executive of the Compo or- 
ganization, but also through his re- 
search in the field of shoe manufactur- 
ing methods and as an inventor of 
shoe machinery. He came of a family 
of shoe people, his father, Maurice V. 
Bresnahan, having likewise been an 
inventor as well as a practical shoe 
factory executive, 

While engaged in the shoe manufac- 
turing business in the early 1920’s, 
young Bresnahan applied his inven- 
tive genius to the problem of cement 
sole shoes and here the first serious 
attempts were made in this country to 
attach the soles of shoes by adhesion. 
Cemented shoes had been known both 
here and abroad for many years but 


manufacturers in this country had only 
made sporadic and unsuccessful at- 
tempts to exploit the type. Mr. Bres- 
nahan’s work met with success, at- 
tracted the attention cof other shoe 
manufacturers, and led to demands for 
machinery of the type that he was 
using. 

Mr. Bresnahan’s earliest patent ap- 
plications were filed in 1928, and the 
first patent was granted that year, 
since which time over one hundred pat- 
ents have been granted to the Compo 
Shoe Machinery Corporation. 

In his own factory he worked out 
mass production machinery and the 
methods needed to make cemented shoe 
manufacture practical. The problem 
was primarily one of handling the sole 
affixing presses used to cement attach 
outsoles to lasted shoes. Bresnahan’s 
solution, considered broadly, comprised 
proper routing of these presses along 
a closed conveyor path coupled with 
means of applying air pressure to each 
press. 

Mr. Bresnahan was a member of 
the Corinthian Yacht Club, Boston 
Garden Club, New York Athletic Club, 
Salem Country Club, and served as 
director of the New England Shoe and 
Leather Association. 

Officials of Compo Shoe Machinery 
Corporation among the active pallbear- 
ers were Paul H. Mason, newly elected 
president; William Solar, first vice- 
president in charge of sales; J. H. De- 
vine, director; C. A. Sullivan, Boston 
district manager; Arlen ‘Sweiger, di- 
rector; Hamilton Pell, chairman of the 
board; and W. S. Anderson, director. 

Honorary pallbearers included Mar- 
shall S. Mundheim, director; P. L. Slay- 
ton, treasurer; Waiter J. Morton, sales 
manager; and other district managers 
and department heads. 

The New England Shoe and Leather 
Association was represented by Max- 
well Field, executive vice-president; the 
Boston Boot and Shoe Club by John 
E. Daniels, John E. Daniels Leather 
Co., president. 





Oxfords on Duty 
[CONTINUED FROM PAGE 73] 


to make an attempt to direct this busi- 
ness into profitable channels. They 
merely advertise the shoe as such—and 
infrequently—rather than direct their 


appeal to specific groups of women who . 


wear this type of oxford, such as dental 
hygienists, waitresses, beauticians, 
nuns, housewives, as well as nurses and 
any other women in uniform. Direct 
mail, which takes naturally to any spe- 
cialized business, is practically ignored. 
Any retailer could make his store 
known as the store in his community 
for duty oxfords by being in contact 
with hospitals, beauty salons, hotels and 
restaurants, and organizations whose 
membership is composed of the women 
in uniform already mentioned. A mail- 
ing list can be built from such contacts 





and sometimes an entire organization’s 
business can be earned in a case where 
all workers are required to wear the 
same shoes with their uniforms. These 
particular groups of women can also 
be reached through their trade or as- 
sociation publications. 

Many manufacturers in this field of- 
fer their accounts a mat service and 
other dealer aids such as display pieces, 
all of which are invaluable to the smal! 
independent retailer. It is cheaper for 
these stores to use “packaged” promo- 
tions than to try to do the job them- 
selves. On this type of shoe, brand 
names are often important to custom- 
ers and it is to the retailer’s advantage 
to be able to tie in his local advertising 


with nationally advertised brands. 


Here are some more interesting facts 
about nurses’ shoe buying habits which 
were uncovered by the American Jour- 
nal of Nursing in a questionnaire sent 
to five hundred readers. Among stu- 
dents who replied 179 were wearing 
white shoes as compared with 59 wear- 
ing black and 57 both. Black, of course, 
would be preferred by women in some 
ather fields who buy this oxford. Out 
of 264 replies, 188 nurses selected their 
own shoes, a physician prescribed for 
75, and in one instance the nursing 
school selected the shoes. In a few in- 
stances the school furnished the shoes. 

Regardless of encouraging facts and 
figures, however, the duty oxford busi- 
ness will remain a mere smattering in 
stores which give it little attention. Of 
course, this business is not of interest 
to a salon type store which sells only 
high fashion merchandise. However, 
the accompanying photographs show 
the fine job being done with nurses’ 
shoes by high grade women’s shoe 
stores. The S. J. Brouwer Shoe Com- 
pany of Milwaukee sets an outstanding 
example in securing this business. They 
advertise in the State Nurses Bulletin 
and the Milwaukee Association Bulletin 
four times a year. They maintain a 
special mailing list for nurses, dental 
hygienists and beauticians, and also 
reach nuns, housewives and waitresses. 
Student nurses and nuns are given a 
ten per cent discount on their shoes. 





Committee to Choose 
Spring Colors 

New York—The date for the meet- 
ing of .the Color Committee which is 
to choose Spring leather colors has been 
set for June 24 and 25, it has been 
announced. An earlier date than usual 
has been selected in order to allow time 
to make up color cards with swatches 
in advance of the Leather Show to be 
held on September 4 and 5. The com- 
mittee which will choose the new col- 
ors consists of representatives of the 
Tanners’ Council, the National Shoe 
Retailers’ Association, the National 
Shoe Manufacturers’ Association and 
the Textile Color Card Association. 
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SCOOP! 


A Few Good Leaders to Promote Business 
For Immediate Delivery 


Men's Brown and Black Romeos 
with Smooth Soft Leather 
Uppers, Fully Lined, Leather 
Soles. 


Packed 36 prs. to a case, 
6/11, 7/12 @ $1.50 a pr. 










Men's Bowling Shoe Oxfords 
in Black Kid Leather. Left 
Shoe, Leather Sole. Right 
Shoe, White Rubber Sole. 


Packed 36 prs. to a case, 
6/11, 7/12 @ $2.50 a pr. 


Men's Brown Quality Loofers 
Ponolene Soles, D Width, Good- 
yeor Construction. Perfect Fit- 
ting Shoes. 


Packed 12 prs. to a case, 
6/10, 6/11, 7/11 & $3.50 
a pr. 


Terms: Net 30 days, F.O.B. Pitts- 
burgh, Po. 


ARLYNN SHOE CO. 








902 Fifth Ave. Pittsburgh 19, Pa. 
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WINDOWS THAT SELL SHOES! 


Sparkling-clear, Plexiglas shoe display sets 
produce more sales. 


> 
Set illustrated 25 pieces complete 
Satisfaction Guaranteed 
Order by number Set K-12 





Write for catalog “MODERN DESIGN ON DISPLAY” 
Representatit es im Principal Cities 


ROGER KENT COMPANY 





Manufacturing and Markets 
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Following suit on Melville's recent cut in men’s shoe 
prices, the Miles stores dropped 30 cents from the price 
of 30,000 pairs of men’s shoes several weeks ago. A spokes- 
man for the popular price shoe chains has stated, in this 
respect, that Fall price emphasis will he on $45 lines in 
women’s shoes and $5-6.95 in men’s. It is therefore not 
unreasonable to expect further reductions, temporary or 
otherwise, and announcements of lower price concentration 
from the chain group, in the coming Summer months. 


Chicago 


Wirn a recent increase of 842¢ per hour for shoe labor, 
most manufacturers find their help in a more satisfied 
frame of mind. and results are already evident in a 
slight increase in production. Skilled hands, however 
are still not plentiful at most factories, but there has been 
more women workers available than in some time past. 
Reports from retailers in all parts of the country em- 
phasize the consumer’s prime interest in quality. Thus 
there is greater demand for quality hides than ever before. 
Those manufacturers who may have cut corners on quality 
in the past are now giving minute attention to the ex- 


‘cellence of their product in all its phases. Men who at- 


tended the Shoe Fair in New York report that those 
houses which had built their reputation on quality wrote 
all the business they wanted; that it was the manufac- 
turers who took advantage of the wartime seller’s market 
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who are now worried about future business. Evervone is 
seeking high quality calfskin. and the inevitable result is 
that these are so in much demand that there is literally 
not enough toe go around. 

Manufacturers of good shoes in this area comment that 
their accounts have made commitments with them as large 
as formerly. In fact. several are already sold up three 
months in advance. They maintain that if shoes gives 
evidence of quality they will sell. While several spokes- 
men comment that they anticipate a certain let-down in 
business for the coming season, they anticipate no really 
serious recession. And they believe this will even have a 
certain salutary effect in the industry itself in that what 
they term “legitimate houses” will strike an even keel in 
their business and the manufacturer of spurious goods will 
be eliminated. Thus the manufacturer of reliable footwear 
will face fair competition in an open market where the 
merchant will buy on a value-for-value basis, and not 
be swayed by the “flash” house which formerly offered 
showy merchandise at a time wher any and all footwear 
was accepted by the public. 


Given Charter to Make Boots 


Lancaster, S. C.—Bailey-Rowell, Inc., of this city, has 
been granted a charter by the secretary of the state to 
mnmanufacture boots and shoes. Authorized capital stock is 
$12,000. E. W. Bailey is president. 








square-toea pumps, are good for days 
in town or weekend traveling. A good 
suit shoe is as important to an under- 
graduate as her “free” weekends— 
when she can go home or take in 
parties at her favorite men’s college— 
for she invariably wears a suit when 
traveling. 

Even where “big date” clothes are 
concerned the college crowd tends to be 


conservative. In footwear they gen- R 
erally prefer closed pumps and open- 
toed slings to the more glamorous ankle 7 
strap sandals. Black suede is the 
favorite material, although most girls \ 
dream of a pair of reptile shoes. There 





is some interest in platforms, but the 
| height of any date shoe depends on the A 
| escort and dressy flats are worn as the 
| safest bet on blind dates. However, 
girls are looking for “higher” fiats that 
give them the lift that the real “pan- 
cake” heel lacks. The black suede opera 
and baby toe d’Orsay pump are very 
welcome high style. They were really 
never relinquished during the ears of 
extremely open shoes for these girls 
cling to classics. New darker stockings 
—very sheer—are being adopted, but 
| conservatism rules again and black hose 
is frowned upon. The students at one 
college like dark shades, but only with 
opera pumps and not slings. 

Bustles and cap sleeves star in the 
date dress silhouette, chosen in dressy 
wool and crepe for Fall and Winter. 
Gay colors are liked for every day, but 
it seems there will never be anything to 
equal the sophistication an undergradu- 
ate feels she derives from a black date é 


“fo = wet oO. reo OO 





- 4 © Set OO 


Every Type of Shoe «+ men's, women's, children's for Every Type of Store -- 
family, department, specialty, general ...in Every Price Range. Here in Chicago is a 
complete Footwear Market for style-minded, quality-conscious, profis-wise shoe Retailers 
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Classic Shoes Will 
Go to College 


[CONTINUED FROM PAGE 70] 


has come over coed campses. Nedra 
Rantsch of Adelphi College, which was 
formerly for women only and acquired 
male students under the influence of the 
G.I. Bill of Rights, says that there is a 
new unwritten law among the students. 
It states emphatically that “No trousers 
of any kind are to be worn by women!” 
This law may exclude leisure time but 
it definitely applies to classes. 

Social functions which do not call for 
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dates require a certain type of cos- 
tume—a more dressy suit than usual or 
a softly tailored dress. Dresses made 
from tubular jersey—called “sacks” or 
“roll-your-own” dresses in college lingo 
—have been a universal favorite. Stock- 
ings are a must, but flats are preferred 
for these occasions. Sandalized fiats, 
generally black suede, are “the most 
popular all around shoes going” at a 
Southern women’s college. However, 
the simple closed pump on a low wedge 
is invading every campus and th: girls 
expect it to be an important shoe. 
Tailored flats, or medium heeled 
shoes such as classic spectators and 


dress. Short box coats and flared top- 
pers are number one on the coat list 
and the full length coat with flared 
back looks good for the coming year. 
But every college girl wants a fur coat, 
and sheared beaver and mouton have a 
good lead over all other skins. 

For formal evening wear gold and 
silver kidskin sandals are elected, and 
mesh is also mentioned. High heels 
carry the vote, but again the heel de- 
pends on the height of the dancing 
artner. Flat wedges of metallic kid- 
skin appear to be gaining popularity 
and ballet slippers continue at some 
proms. And to the accompaniment of 
soft music the girls definitely make an 
exception to their usual rules of dress 
and take a fling with fashion. Black is 
perhaps their leading color, and strap- 
less dresses are wonderful. Coralie 
Frith, of Maryland College For Wo- 
men, thinks that the “one shoulder ef- 
fect will be used more and more, the 
evening dresses seem to be stressing it 
as well as play clothes.” The very 
height of college fashion comes from 
a correspondent who reports having 
seen a few of what she calls “the 
neither-here-nor-there shin length cock- 
tail dresses” on the school’s “more 
sophisticated glamour gals.” This is 
high fashion right now for anyone, let 
alone a college sophomore. But this in- 
troduction by a courageous few “glam- 
our gals” may help te start a new 
trend in college shops. 


Boot and Shoe Recorder 








s 
: 
1 
: 
1 
{ 
i 
' 








erase TaTS 


"wee ewww! SS FY & Gp ae 








Shue News oS 





RECORDER REVIEW OF CURRENT HAPPENINGS 


IN THE SHOE TRADE 





Volume Good at May Shows Despite Caution 





Reports From Eight Shows Over Nation in May Indicate Cautious but 
Satisfactory Buying. Western Marts Reveal Somewhat .« 
Greater Response. Style Trends Deepen. 


New YorkK.—Reports from eight shoe 
exhibits, held in May, ranging geo- 
graphically from the East Coast to the 
far West, substantiate the buying evi- 
dence produced at the National Shoe 
Fair, here, in that the volume of busi- 
ness held at a surprisingly high level 
considering the volume of talk’ about 
lower prices. Estimates of the amount 
of buying continued to advance an ap- 
proximate figure of 50 per cent of total 
needs. Distinct indication of an un- 
satisfied demand and healthy inventory 
condition was the wealth of orders 
taken for Summer needs. 

Reports from Pittsburgh, Augusta, 
Ga., Chicago, Detroit, Grand Rapids, 
Mich., St. Paul, Minn., Omaha, Neb., 
and Oklahoma City, Okla., follow: 


Volume Fair on Short Term 
Policy at Pittsburgh Show 

PITTSBURGH, Pa.—Prevailing caution, 
stemming principally from price re- 
sistance, held business at the semi-an- 
nual Pennsylvania Shoe Travelers As- 
sociation down to small orders for im- 
mediate and Fall delivery, but reports 
estimate that the total volume, from 
a smaller than usual attendance, was 
not discouraging. One-hundred and 
thirty-five lines of shoes were exhibited 
at the May show. 

It was pointed out by Joseph Harris, 
secretary of the association, that many 
merchants in this area have cut prices, 
on the basis of a lower mark-up, to keep 
customer good-will. 

Buying in men’s shoes found tan a 
popular color and spade, wing tip and 


moccasin types in the heavy shoes tak- 
ing preference. Casuals were con- 
spicuous, but sold in small quantities. 
Staples in the custom and French toes 
in black and tan sold well, it is re- 
ported. 

In the high style women’s line, sling 
backs, open toes, as well as the closed- 
up types showed particular preference. 
Black led the color field, with green, 
wine, and berry red following. Eve- 
ning slippers moved well, especially in 
genuine gold and silver kid. 

The fastest moving boys’ styles, it 
was reported, were tans in wing tips, 
straight tips and medallions, and moc- 
casins in the heavier types. 


Southeastern Show Draws 
Orders of Six Million Dollars 

Aucusta, GA.—The annual shoe show 
of Southeastern Shoe Travelers, Inc., 
opened last month at the Sheraton Bon 
Air Hotel, with approximately 3,000 
shoe buyers from all sections of the 
Southeast in attendance. 

The show, the city’s largest mercan- 
tile event, which brings merchants and 
buyers here from many states to see 
the new Fall lines in men’s and women’s 
shoes and place their orders for foot- 
wear, stimulated orders aggregating 
between $6,000,000 and $7,000,000 were 
placed during last year’s show, accord- 
ing to E. M. Cousins, executive secre- 
tary of the salesmen’s group. 

A meeting of the directors of the 
salesman’s group was held the night 
before the show, with L. A. Gerland, 
president of the organization, presid- 
ing. [TURN TO PAGE 106, PLEASE] 





OIT Removes Hides, Skins, 
Leather from Export Controls 


WASHINGTON, D. C.—All types of 
hides, skins, and leather products now 
requiring export licenses will be re- 
moved from control, effective June 1, 
1947, the Office of International Trade, 
announced May 22. 

The hides and skins to be decon- 
—— — cattle hides under 55 
pounds; and kip skins, and 
and kidskins. e ee 
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N. Y. Guild’s Fall Opening 
To Be Held July 14th 


New YorK—The main Fall Opening 
of the footwear lines of The Guild of 
Better Shoe Manufacturers will be held 
the week of July 14th, it has been an- 
nounced by Irving E. Grossmann, presi- 
dent of the Guild. 

All member firms of The Guild 
of Better Shoe Manufacturers will 
show their lines in their individual 
showrooms. 


Shoe Educational Proposal 
Made to Industry Leaders 


N. Y. Fashion Institute Asks For 
Sponsorship of College Plan to 
Train Shoe Designers and 
Junior Executives. 


New York—A training program for 
shoe research, design, management and 
engineering was presented to repre- 
sentatives of the shoe and leather in- 
dustries at a recent luncheon meeting 
held at the Fashion Institute of Tech- 
nology, here. Dr. Mortimer C. Ritter, 
director of the school, outlined the 
plan. 

The Fashion Institute of Technology, 
located in the four million dollar Cen- 
tral High School of Needle Trades 
building, has as a nucleus for the pro- 
gram a model shoe plant utilizing 20,- 
000 square feet of floor space and con- 
taining $90,000 in shoe machinery 
equipment donated by the United Shoe 
Machinery Corporation and the Compo 
Shoe Machinery Corporation in 1940. 

“The shoe industry like various 
groups in the apparei field must have 
a definite plan for research, design, and 
industrial engineering if the high pro- 
duction and consumer purchasing power 
is to continue and have a normal 
growth,” Dr. Ritter said. “The High 
School can train the trade workers and 
the proposed college can train design- 
ers and junior executives.” 

The suggested plan for the shoe in- 
dustry was compared in function to 
the Massachusetts Institute of Tech- 
nology. The F.I.T. is under the auspices 
of the Board of Education. 

The specific training program ad- 
vanced by Dr. Ritter is as follows: 

Major in Design: A. Shoe Construc- 
tion and Design, Shoe Design Through 
Art; B. Applied Textiles to the Shoe 
Industry, Machine Techniques, Related 
Scientific Management, Identification 
of Fabrics; C. Sociology, Economic 
Practices and Labor Relations, Indus- 
trial Psychology, History of Civiliza- 
tion, Museum Laboratory Workshop. 

Major in Management: A. Survey of 
Management, Plant Layout, Motion 
and Time Study, Production and Qual- 
ity Control, Financial and Sales Man- 
agement, Personnel Management; B. 
Shoe Construction, Cutting Technology, 
Textile Technology, Accounting, Mathe- 
matics, Drafting; C. Sociology, Eco- 
nomic Practices and Labor Relations, 

[TURN TO PAGE 107, PLEASE] 











MASRA Selects Philadelphia for 1948 Show 


Exhibitor and Member Ballot Vote Choose Ben Franklin Hotel in 
Quaker City for 1948 Shoe Mart, January 25, 26, 27 
and 28. Management Meeting Held 


PHILADELPHIA, Pa. — This city was 
selected as the site of the next Shoe 
Mart and convention, to take place 
January 25, 26, 27 and 28 in the 
Benjamin Franklin Hotel, it was an- 
nounced at the 34th annual shoe meet- 
ing of the Middle Atlantic Shoe Retail- 
ers Association directors and manage- 
ment committee. The selection was the 
result of votes cast by ballots issued to 
members and lists of exihibtors. 

Through the efforts of the committee 
in charge, the Benjamin Franklin Hotel 
is allotting 25 per cent more display 
room than it did last year in order 
to accommodate the increased number 
of show participants. Members of the 
committee feel that the 1948 Shoe Mart 
is destined to be one of the largest and 
best shows in its history. Although 
many requests for display rooms by 
new exhibitors may have to be turned 
down, the committee is doing its best 
to provide ample space for as many 
newcomers as is possible. 

Chairmen and committees were chos- 
en to represent the various cooperative 
groups of the shoe industry. It was 


suggested that all names on these lists 
should be active members or be able 
to provide active representatives who 
can attend meetings and offer construc- 
tive suggestions. 

A resolution was passed by the 
MASRA to protest against the pro- 
posed 2 per cent sales tax in the state 
of Pennsylvania. Accordingly, a com- 
mittee was appointed to represent the 
shoe retailers who together with other 
committees from the retail field are 
actively protesting so that this added 
taxation on consumer’s necessities will 
be averted. Shoe merchants feel that 
the sales tax would only be an extra 
burden to the vast public to whom shoes 
are a necessity and that such a tax 
should rightly be levied on items more 
in the luxury class. 

Members who were present at this 
management meeting were: Stanley 
Berger, president; Cal J. Mensch, sec- 
retary-treasurer; Rueben Gorden; I. C. 
Smashey; Jerry Lutski; Murray Rolfe; 
Maurice Freedman; Paul Lippincott: 
Clarance Hyde and Miss S. B. Pom- 
erans of Boot & SHOE RECORDER. 








Dates to Remember 


Monthly Shoe Show, Michigan Shoe 
Travelers Club, Hotel Statler, Detroit, 
Mich. June |, 2, 3, 

Semi-Annual Convention, West Coast 
Shoe Travelers Associates, Haas Bidg. 
and Hotel Lankershim, Los Angeles, 
Cal. June 15, 16, 17, 18, 

Monthly Shoe Show, Chicago Shoe Trav- 
elers’ Association, Morrison Hotel, 
Chicago. June 23, 24, 25, 

Display Market Week, National Associa- 
tion of Display Industries, Convention 
Hall of Stevens Hutel, Chicago, Ill. 

June 23, 24, 25, 26, 27, 

Store Modernization Show, Grand Cen- 
tral Palace, New York City. 

July 7, 8, 9, 10, 11, 12, 

Shoe Show, Tri-State Shoe Travelers, 
Hote! Statler, Buffalo, N. Y. 

July 13, 14, 


Official Opening of Spring Leathers, 
Tanners Council of America, Waldorf- 
Astoria Hotel, New York. 

September 4, 5, 


Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William Penn 
Hotel, Pittsburgh, Pa. 

November 8, 9, !0, !!, 


Annual Convention and Show, Texas- 
Southwest Shoe Retailers Association, 
Fort Worth, Texas. 

November 10, !!, 12, 

Apparel Show, Ak-Sar-Ben Men's Ap- 
parel Club, Inc., Paxton Hotel, 
Omahe, Neb. 

Nevember 15, 16, 17, 18, 
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Latest Wage Hike in St. Louis 


Makes Post-War Total 40% 


Str. Louis, Mo.—About 14,000 shoe 
workers of the Brown Shoe Company 
and the International Shoe Company 
have been granted a 7% percent in- 
crease in wages, which will be retro- 
active to March 3. The new wage in- 
crease was made between the shoe com- 
panies and the AFL Boot and Shoe 
Workers Union, and represents the 
ninth pay hike to shoe workers of the 
International Shoe Co. since January, 
1941. 

Wage increases to _ International 
workers usually have been followed 
closely by a similar increase at Brown, 
and in many instances during and fol- 
lowing the war the action of these two 
firms has set the pattern for the rest 
of the industry in St. Louis. 

In further breakdown of the new 
wage increases provided for Brown and 
International workers, Ben Berk, re- 
gional director of the AFL Boot and 
Shoe Workers Union, stated that the 
pay increase would bring average 
hourly earnings for St. Louis operators 
to $1.15 an hour and the average hour- 
ly earnings to operators outside St. 
Louis to 97 cents, the highest wage 
schedule in the history of both com- 
panies. 

Berk estimated that wages of work- 
ers at both Brown and International 
have come up 40 per cent since the end 
of the war. 


Compo Elects 
Top Officers 


Boston, Mass.—Paul H. Mason was 
elected president of the Compo Shoe 
Machinery Corporation, here, at a re- 
cent meeting of the board of directors, 
to succeed the late William H. Bresna- 
han, who died on May 14th. Mr. Mason 
was formerly vice-president of the 
company. 





PAUL H. MASON 


At the same time, the board elected 
William Solar, formerly a vice-presi- 
dent, to the position of first vice-presi- 
dent in charge of sales. Mr. Solar has 
been associated with the firm for 16 





WILLIAM SOLAR 


years and is a brother of the late 
Bernard Solar, who was president of 
Compo from its formal incorporation 
in 1928 until his death, July 15, 1940. 

The two men were also elected to 
the executive committee of the com- 
pany. 


Weyenberg Employee Killed 
With Wife in Auto Crash 


MILWAUKEE, Wis.—W. F. Struebing 
and his wife were killed outright in a 
head-on auto collision on Highway 41, 
about one-half mile north of Richfield, 
Wis., Saturday afternoon, May 17. 

According to R. J. Dempsey, vice- 
president of the Weyenberg Shoe Manu- 
facturing Co., Struebing had been con- 
nected with the firm for many years. 
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yet allow you a splendid profit. 


Wri.e for catalog. 





Retailer Sponsors Award For 
Best Designed Women’s Shoes 


Los ANGELES, CAL.—The 1947 Shoe 
Design Competition of Joseph Salo: 
Shoes, Inc., was announced recently b) 
Irving Joseph, president of the firm, 
which has located its sixth and newest 
unit in Beverly Hills, Cal. 

The competition, sponsored for the 
purpose of stimulating student interest 
in shoe design, is a part of a program 
for testing California fashion ideas for 
use in the firm’s other store in and near 
Chicago. It is open to students enrolled 
in the apparel curricula in the College 
of Applied Arts at the University of 
California, here. 

The two leading designs will be manu- 
factured by a California shoe manufac- 
turer and featured exclusively at the 
sponsor’s store. 


Czechs Give Bata Prison Term 


TORONTO, ONTARIO—From Prague it 
is reported that Jan Bata, once one of 
Czechoslovakia’s most powerful indus- 
trial leaders, was sentenced to 15 years’ 
imprisonment for failing to aid the 
Czech resistance movement during the 
Nazi occupation. 

Bata, former head of the vast shoe 
concern bearing his name was tried 
and sentenced in absentia. He is now 
in Brazil. 
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New SCOTT Factory 


Now Ready fo Serve You 
EVEN BETTER 


Enlarged facilities, newer and finer equipment 
and an even larger staff of skilled workers now 
enable us to make immediate shipments, despite 
the present heavy demand for Scott products. 


Through the years, Scott Foot Appliances have 
won a reputation for better design, materials and 
performance. You can take pride in selling Scott 
items. Reasonable prices encourage large volume, 






SOLD EXCLUSIVELY 
THROUGH SHOE STORES 
SHOE DEPARTMENTS 
MO FOOT SPECIALIST 


















H t . = 
ow to File Claims 

An unusual number of communica- 
tions have recently been received by the 
RecorpeR from merchants who have 
found shortages in shoe shipments re- 
ceived from manufacturers. This sub- 
ject was discussed in an article by Vol- 
ney U. Resler in a recent AIR-O-Magic 
News Letter. 

“As soon as shortages or damages 
are found,” Mr. Resler advises, “the 
transportation company should be call- 
ed in to make an inspection report. 
There are regular forms for making 
this report. This form is signed, both 
by the transportation company and the 
shoe store. 

“Shoe stores then have grounds on 
which a claim can be established. The 
transportation companies will accept no 
other evidence for these kind of losses. 

“Loss of cases in transit can easily 
be determined by the shoe store either 
referring to our invoice or to the bill 
of lading; both clearly show the exact 
number of pieces originally shipped. 

“In case a shipment is short the shoe 
store merely has the driver mark 
freight bill with amount of shortage 
and sign it. 

“After getting either of these two 
papers, the filing of a claim is very 
simple, but it must be done by the one 
who pays the freight bill or receives 
the goods. To establish a claim: 1. 


CLOSE OUT!! 


AT AN AMAZINGLY LOW PRICE 


WOMEN’S HANDSEWN MOCCASINS 


Black Waterproof Leather, with Brown Orthopedic Soles. 
Sizes 4 to 9. Packed 36 Pairs to the case. 


SAME IN BOYS'—SIZES 2'/2 to 6 at $2.40 per pair. 
Write to us for information concerning our other lines. 


FEATURING: CROSS-OVER* SHOES FOR MEN 


KANDEL SHOE COMPANY 


MEN‘’S AND BOYS 
114 READE STREET NEW YORK 13, N. Y 


Style 1590 






*TRADS MARE 


FINE SHOES 





First an invoice must be made out on 
store’s own stationery to the transpor- 
tation company making delivery, for 
the exact amount of loss. 

2. Store must file with this invoice: 
A. Original Paid Freight Ball; B. 
Original signed bill of lading or ex- 
press receipt; C. Certified copy of origi- 
nal invoice; D. Inspection Report when 
there is a concealed loss or damage. 

“All these forms are mailed to the 
transportation company. They will 
acknowledge and assign their claim 
number. 

“Claim is then investigated by claim 
department and usually takes some 
time as shipments are often handled by 
several carriers while in transit and 
each carrier has to be checked to de- 
termine where the loss occurred.” 





WOMEN’S SHOE 
Manufacturers 
or Retailers 


Are you striving to retain profits? I can 
make it profitable for you from my experi- 
ence as & stylist, shoe buyer - 
ing executive. I know how to merchandise 
} and style popular or better priced lines of 


references. Let my experience bring you 


Bex 633. care 
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WOOD. SANDALS 


The 





@ No. F55 — Made to rigid Gov't specifications 

quality . . . comfortably shaped to foot contour, with raised 
heel. Smooth, varnished wood finish! Stitched 3” white cot- 
ton duck instep strap. Rights and lefts, in men’s sizes 8 to 
12. Steck up now at this low price for the Big Season ahead! 


Packed: 72 pr. to case. 


IMMEDIATE DELIVERY 
HENRY MODELL & CO., INC. 


NEW YORK 3 


TEAST 4th ST 





AST MONEY-MAKER FOR 


ann Weather 





An Accurate, 


SHOE CARTON TICKETS 


Visual Record of Your Stock 





a) 


FORM “H" 


1000 $2.25 
5000 $10.00 





WITH SIMPLEX CLIPS 
1000 $2.50 
5000 86 $11.25 














Check With Order 
unless C.0.D. Preferred 


Above Prices F.O.B. 
Chicago 





©num aco 











Form “H" is one of the 
forms designed by success- 
ful shoe men that make up 
@ complete stock record 
system. 


ASK FOR SAMPLES 








209 S$. STATE ST. 





Actual size with top folded for use. 


MERCHANT'S SERVICE DEPT. 


CHICAGO 4, ILL. 











Reports Over Thousand Pairs 
Of Shoes Given to Poles 


WASHINGTON, D. C.—A total of 109,- 
370 pairs of shoes, valued at $328,110, 
were supplied by the American Red 
Cross for relief of civilians in war-torn 
Poland over the seven-month period 
from last August to March, Red Cross 
National Headquarters has reported. 
Distribution of the shoes was handled 
by the Polish Red Cross under the 
supervision of American Red Cross 
representatives. 

Owing to the destruction of livestock 
and machinery for manufacturing 
shoes, no shoes were made in Poland 
after 1940. At the time of liberation, 
the Polish people were still wearing 
pre-war shoes, and children born in the 
war period were without shoes, except 
for crude homemade foot coverings. 

During the winters of 1945 and 1946 
thousands of children were unable to 
attend school throughout the severe 
months for lack of shoes. 

Although the shoes supplied by the 
American Red Cross seems small rela- 
tive to the total need, many Polish 
women and children were supplied with 
foot coverings they were unable to at- 
tain otherwise, and the shoes were re- 
ceived with enthusiasm and gratitude, 
it is reported. 
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Palatial Department Store 
Largest in Copenhagen 





With more resemblance fo a royal 
palace than to a store, the Magasin Du 
Nord, largest department store in Co- 
penhagen, Denmark, is shown under the 
bright lights of a pre-war day. Present 
regulations prevent this kind of illumina- 
tion. The interior of the store is a good 
deal less regal and more modern than 
the exterior. 


New YorkK—A recent visitor to the 
New York market was Ejnar J. Printz, 
manager of the shoe department in the 
Magasin du Nord, largest department 


store in Copenhagen, Denmark. Mr. 
Printz, familiar with many of the 
high-grade lines manufactured in this 
country, has been traveling in the 
United States for about four weeks, ac- 
companied by his son, Hans T. Printz, 
manager of the large Skoman Shoe 
Store in Stockholm, Sweden. 

Though unable at this time to im- 
port American shoes normally carried 
by this department in Copenhagen, Mr. 
Printz is hopeful that conditions will 
change for the better in that respect 
at some time in the near future. At 
present, and since the end of the war, 
the store has been dependent on shoes 
made in his own country, in which the 
shoe industry has been making rapid 
strides. A limited number of high-grade 
women’s shoes are current being im- 
ported from Switzerland. 

Mr. Printz’s trip has taken him to 
all the shoe manufacturing centers in 
this country where he has been making 
an exhaustive study of market condi- 
tions. 





Made Basement Shoe Buyer 


ATLANTA, GA.—Davison-Paxon Com- 
pany, Atlanta department store, has 
announced the appointment of Louis 
Weill, Jr., as buyer and department 
manager for women’s, men’s and boys’ 
shoes in the basement store. 

Mr. Weill, who entered the retail shoe 
field in 1936, has been assistant buyer 
in various shoe departments at Rich’s. 
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Available in 
CELLULOID. FIBRE and BUCKRAM 





Men’s Goodyear Welt 
Quality Loafers 


e Neolite or Avonite soles 
e Snug fitting counters 
e Leather innersoles 
e Neolite toplifts 
e Leather Heels 
Available in: 


B Width 8 to 12 
C Width 7 to 11 
D Width 5 to 12 











Tells Baltimore Shoe Club 
Of Federal Shoe Courses 


BaLTIMoRE, Mp.—Forest L. Lawton, 
supervisor of Distributive Education, a 
department set up under control of the 
Federal government, recently spoke to 
40 members of the Baltimore Shoe Club 
about a sub-division to be inaugurated 
in the Fall that will provide a course 
of training for shoe people to improve 
the understanding of shoe salesman- 
ship and fitting. 

Mr. Lawton explained that the educa- 
tion program would also extend to ele- 
mentary school, Junior High school. 
High School, Junior College and Senior 
College. After instruction in the gov- 
ernment courses, the students would be 
aliowed to work directly with shoe store 
owners and salesmen. 

Those shoemen appointed to a com- 
mittee to work directly with Mr. Law- 
ton in arranging classes for shoe sales- 
men in the Fall, were Max Guben, Per- 
ry Chester and Paul Friedberg. 





Boston Shoe Club Golf Tourney 
To Be Held on June 10th 


Boston, Mass.—The 1947 golf tour- 
nament of the Boston Boot and Shoe 
Club will be held at the Wollaston Golf 
Club on Tuesday, June 10, according to 
John E. Daniels, Club president. 
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The tournament plans include a buffet be awarded winners in each of the shoe, 
luncheon and leather prizes which will leather and allied trade divisions. 


When the Circus Comes to Town 








New York.—Phineas T. Barnum might well have admired this displey thet ap- 
peered in both of the Ansonia shoe stores here during the enterteinment reiga 
of Ringling Bros., in Madison Square Gardens. Anybody that hed bees to « circus 
would look twice. The window, designed by Ben Walters, of Walters Display, inc.. 
will foliow the circus, in Ansonia stores, to Philadelphic. The clowns ere adjustable 
te any position thet strikes the foncy or fuanybone. 











announces 


Industry 


327 WEST 36TH STREET 





New Autumn Colors for the Shoe 


PLASTICSUEDE® 


The Only Genuine PLASTICSUEDE* 
by PINE HILL PRODUCTS CO. 





CASTLE TRIMMING co., INC. 


*Reg. Trade Name by PINE HILL PRODUCTS CO., 264 Fifth Avenue, N.Y.C. 


Manufacturers of 
PLASTICSUEDE* Strippings, Tubu- 
lars, Bindings, Weltings and other 
shoe products by 


NEW YORK, N. Y. 











About Shoe People 


Matthew A Condon, a partner in Jas. 
F. Condon & Sons store in Charleston, 
S. C., was given a birthday party in 
the Terrace Room of the Sheraton-Bon 
Air Hotel in Augusta, Ga., during the 
recent shoe convention in Augusta. There 
were 25 guests and the dinner was com- 
plete to champagne and birthday cake. 

7 7 7 

John A. Elton, manager of the For- 
eign Sales Department of the Brown 
Company, manufacturers of inner-sol- 
ing and allied prdoucts, recently left for 
England and the continent, where he 
will study foreign markets with the 
company’s sales agents. 

. 7 * 

Steven J. Jay, vice-president of R. H. 
Fyfe and Company, Detroit, has been 
elected to the executive committee of 
the Retail Merchants Association, which 
is the official retail body of the Detroit 
Board of Commerce. Jay was formerly 
president of the RMA. 

. * ~ 

Frank Shay, formerly buyer at Hecht 
& Co., Baltimore and Pine Sts., Balti- 
more, Md., is now the traveling repre- 
sentative of the Piefer Slipper Co. of 
Pennsylvania. 

* 7 ~ 

Hermon Arzt was recently made buyer 
in women’s and children’s shoes, all 
price ranges, at Hecht & Co., Baltimore 
and Pine Sts., Baltimore, Md. He for- 
merly bought for the thrifty shoe depart- 
ment at N. Hess & Sons for the past 
10% years. 

. = 7 

James E. Turner has been appointed 
taanager of Burt’s Shoe Store, 1510 Elm 
Street, Dallas, Texas, according to an- 
nouncement by Roy Haydel, regional 
director of the shoe organization. 

7 7 ~ 

E. W. Elmore, of Santa Ana, Cali- 
fornia, and formerly of Dallas, was in 
Dallas to attend the Texas Fall Shoe 
Show, May 12-15. A graduate of South- 


% 





ern Methodist University, Elmore is 
director of public relations with the 
Burns Cuboid Company, a shoe manu- 
facturer in Santa Ana, California. As- 
sisting Elmore were Rex Dickinson, pro- 
motion manager for the company, and 
Claine Munk, Southwest district man- 


ager. _ 
aa > . 


Charles S. Alperin, formerly with the 
I. Miller Shoe salon at David’s, Albany, 
N. Y., women’s wear store, has joined 
the Kohn Brothers sales staff at 93 
North Pearl Street. Mr. Alperin is a 
veveran of both World War I and World 
War II, and has served 18 years with 
jeading shoe stores in the upstate New 


York area. 
~ = * 


Martin Koumijian is establishing the 
wholesale firm of Martin Leather and 
Findings, at 13501 Dexter Boulevard 


Detroit. 
7 * = 


Frank Delboy of Coronet Polishes. 
Detroit, and George H. Lawson, Michi- 
gan representative for Phyllis Shoe 
Company, have returned from an ex- 
tended trip to New York, Philadelphia. 
Baltimore and Washington, where they 
visited leading department stores. 

* 7 = 


Edward Schnetke is now revresenting 
the Jay Shoe Manufacturing Co., Cam- 
bridge, Mass. He will handle their na- 
tionally advertised line of women’s high- 
styled dress shoes in the Denver West 
territory. Schnetke will make his head- 
quarters at 3944 Somerset Drive, Los 
Angeles, Cal. 

. = 7 

Charles A. Bart, of Rochester, N. Y.. 
has leased a shop at 24 South Federal, 
Dania, Fla., and is opening a shoe store. 
Tt will be operated as “Charles Shoe 
Store.” Bart was formerly in the shoe 
business in Rochester. He will handle 
casuals and Fashion Shop shoes for 


women and several standard lines for 
children. 
. ~ = 

Jules Nass, owner of The Bootery, in 
Daytona Beach, Fla., was the first mer- 
chant in this city to accept the chal- 
lenge of the President for a lowering 
of prices. He has announced that his 
store has placed in effect a 10 per cent 
cut on all merchandise. 

- = * 

McCune Bratton, of Lebanon, Pa., has 
bought out the interest of his partner, 
D. L. Schultz, and changed the name of 
the store from Schultz & Bratton to M. 
Bratton Quality Shoes. 

= = 7. 

Ira H. Morse, head of a chain of retail 
shoe stores in Warren, N. H., and Mrs. 
Morse have returned to their home here 
after a several months’ expedition 
which took them into Africa, Ceylon and 
India. They brought back many curios, 
including carved ivory, for Mr. Morse’s 
museam here, which also boasts one of 
the largest collections of footwear in the 
world. 

. > . 

Arthur Schoen is the new shoe buyer 
for Ransohoff’s, exclusive apparel store 
en Post Street, San Francisco, Cali- 
fornia. Mr. Schoen was with I. Miller 
Company, Fifth Avenue, in an execu- 
tive position for the past eighteen years. 
He is currently in New York on a buy- 
ing trip. 

7 * > 

Capt. Sam H. Bailey, who is associated 
with his father in the condyct of the 
Sam Bailey Boot Shop, The Loraine 
Arcade, Miami, Fla., is attending a six- 
week advanced airborn training course 
at Ft. Benning, Ga. 

* am = 

Charles Morton Phinn, of Joyce, Inc.. 
was married to Alberta Beaudin Car- 
penter in Coral Gables, Florida, on 
April 21. Mr. Phinn was Joyce’s first 
salesman when the company was origi- 
nated. 
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Make arch type soles contribu‘e 
worthwhile, consistent profit with 
Adelia. Stocks turn over faster, 
replacements arrive on time; 
Result: More satisfied customers 
and ample sizes to fit them 
properly; and no lost sales. 
Write or wire requirements 
today. 

















CATALOG ON REQUEST 


STRONG ALL KID LINE , 
tONG ®UN Of SIZES 42ND WIDTHS 


$5.00 TO $6.00 aeraicens 









A SOUND SOURCE | 
ror ALL your’ 


ARCH TYPE REQUIREMENTS 













Block Kid 4 Eyelet 
Gypsy Oxford 
14/8 Heel—8, D. EEE 


ALL IN-STOCK 


MONROE BROTHERS & COMPANY 


$35 NORTH 19TH STREET 
PHILADELPHITA 36, PA. 
ESTABLISHED 1817 





ECT WA 


er seating! 


. MASLAND 









Ne. A301 NO-SAG SPRING 

CUSHION CHAIR of strong 1° stee! 
tubing weided into one continuous 
piece for extra strength and service 
Highest quality chrome plating. new 
9” oval bock rest 


4 
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Ne. A300 
PADDED SEAT CHAIR of 

1° steel tubing weided into one con 
tinvews piece. Highest quelity 
chrome piloting, 9° high oblong 
podded bock 





6007 








IN ALL PRINCIPAL CITIES 
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Philadelphians Hold 
Spring Golf Outing 


PHILADELPHIA, Pa.—Nearly one hun- 
dred members and guests attended the 
annual Spring Gold Outing held by the 
Philadelphia Shoe & Leather Golf Asso- 
ciation at Manufacturers’ Golf and 
Country Club, Oreland, recently. 

Feature of the day’s program was an 
intersectional team match between Bos- 
ton and Philadelphia. Members of the 
Boston team were: John Filoon, Doug- 


las Holmes, Joseph Corcoran, Leo Red- ~ 


dish, Roger Witherbee and Bud Knight. 
Philadelphia, with a team composed of 
Bob Beirne, Cyril Smith, Pete Stiles, 
Dick Schaefer, Carl Schafstall and 
Horace Dugdale, won the match play 
contest, 17 points to 10. Leading the 
individua] scoring honors for the day 
were: John Filoon, 72; Joseph Cor- 
coran, 77; E. J. Smith, 80; Cyril 
Smith, 81; Pete Stile, 84; Carl Schaf- 
stall,-84; Marty Greenbaum, 84; Dick 
Schaefer, 85, and R. L. Stile, 89. 

Entertainment and awarding of 
prizes highlighted the evening program. 
The following officers were elected for 
a two-year term: President, John B. 
Goldenberg, Brooks Shoe Mfg. Co.; 
vice-president, John J. Farley, of Sur- 
pass Leather Co., now retired; treasur- 
er, Miller H. Harrop, of R. D. Smith 
& o.; and Clarence R. Heyde, 
“Boot & SHoE RECORDER,” as secre- 
tary. 
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Enlarges Modern Main Floor Shoe Section 





The women's segment of the specially designed main floor shoe section of Edger's 
Department store is notable for its unusually long show cases and subdued but 
modern atmosphere. The settees and chairs are covered with matching light bive 


leatherette. 


tire family, with individual sections. 

The department is operated by the 
Tredwell Shoe Corporation, of Boston, 
which had it designed specially by a 
Boston architect. ‘ 

The concealed stock space will hold 
11,000 pairs of shoes. The department 
promotes only nationally advertised 
lines. Manager is Samuel] Elkins. 


BROCKTON, Mass. — The recently 
opened shoe section of Edgar’s Depart- 
ment store, here, oldest in southeastern 
Massachusetts, is the company’s en- 
larged, modernized reply to post-war 
competition. Some 2000 square feet of 
main floor space is devoted to the pop- 
ular-priced shoe department, carrying 
a complete line of footwear for the en- 
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WORLD FAMOUS... 


Wear Wabec 


HOTE 
BRETTON woons, N. H. 





PEUNOUUnted THE 

OPENING OF ITS 1947 

SEASON ON JUNE 28 
The shoe Industry is yet 


vited to take advantage of 
by spending a gaic 
Fourth of July week at the Mt. Wash- 
ington. 
The Mt. Washington Is aety ap- 
and graciously servi a 
resort hotel for those who Pie ma 
—-. Reservations should be 
in advance. 


N. Y. OFFICE, HOTEL AMBASSADOR 


Wickersham 2- 1000 


[ 


iH 


=< i? 














J. 1. HENNESSY, Monaging Director y 











Review of the 
Retail Trade 


[CONTINUED FROM PAGE 82] 


same women who wore flats, because 
it is more comfortable, more flatter- 
ing and more like a real shoe.” Four 
inch heels are becoming increasingly 
popular, perhaps because skirts are 
getting longer. 

Men’s sport shoes are doing good 
volumes, with two tones in wing tips, 
Norwegian moccasins in brown and 
white or all-over brown, and brown 
brogues finding excellent acceptance. 
Buyers continue to note the public’s 
increasing insistence upon shoes with 
a brand name. Some say that this is 
even more important in men’s foot- 
wear than it is in women’s, since the 
distaff side is more easily influenced 
by style than by brand names. That 
both men and women customers will 
continue to pay for quality is agreed 
upon by all retailers. 

* * = 


BALTIMORE SHOPPERS 
ARE SELECTIVE 


THE cold wave that hit Baltimore 
the early part of May not only forced 
women to appear in fur coats on their 
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downtown jaunts, but started a re- 
cession in shoe buying, especially of 
whites and spectators in brown and 
white combinations. It was a field day 
for the late shipments of dark shoes 
that came in the latter part of April 
and sold during the early part of 
May. 

There is also a tendency to sales 
resistance to shoes now. Most cus- 
tomers are determined to get exactly 
what they want instead of what they 
can get. The postwar era has given 
them the old right of independent 
selection. 

Red, green and blue did well until 
the middle of May. When warmer 
weather set in, spectators in brown 
and white, and all white were selling 
very well. 

Casual types have been selling well 
for women and children. In other 
stores, especially in department store 
shoe sections, the most expensive 
casual types are selling faster than 
those in the lower brackets. 

Merchants are still unloading their 
bright colored Argentinian and im- 
ported reptiles, even in staple browns. 
One Charles Street shop advertised a 
window group at $9.95. At O’Neill’s, 
many reptiles in staple, classic browns 
are being marked down and displayed 
in wall shadow boxes. 





Chrome tanned for extra 
strength, finished or unfin- 
ished. Fiynntan Sole Splits 
are easy to work, hold 
stitches well, give extra 
good service. Economical 
for casuals, women’s street 
and dress shoes, infants’ 
and children’s shoes, bowl- 
ing and boxing shoes and 
all kinds of slippers. 


John Flynn & Sons, Inc. 








| acceptance. 





SHOE SALES APPEAL 





30 ITEMS 





No. 100 SHOE STAND 


Eyecatching basic shoe display unit. 
Adjustable 7 inch top, %4 inch 
round stem, needle-type heel grip- 


pers. Heights 9, 12, 15 and 18 
inches. 
PRICE (all heights)... ...$5.50 


Gillman Plastic Fixtures 


made in our own factory 
503 N. 12th St., Dept. B, St. Louis 1, Mo. 


NEW HAVEN MERCHANTS 
OPTIMISTIC 


Wirn general business in the dol- 
drums, New Haven shoe dealers are 
viewing the coming season with more 
optimism than they showed in the past 
weeks. A long session of bad weather 
has affected sales as high as 25 per 
cent, but with a favorable forecast for 
the balance of the month, dealers feel 
that they can recover sufficiently to 
rescue the month. 

Brown and white spectators are be- 
ginning to move, and retailers are con- 
vinced that this shoe will enjoy a keen 
The lower priced stores 


| report no special interest in closed toe 


and heel, and almost all recent sales 
have been blacks—all materials and 
styles. 

The moderate priced field finds that 
along with the spectator, white san- 
dals and pumps, play shoes and sport 
models are enjoying customer accep- 
tance. Blues and reds seem to be the 
favorite colors. 

The high price field is getting the 


| brunt of price resistance, with most 


| women frankly shopping on the basis 
| of price. Merchants are still on allot- 
| ments, and while none has any fault 


to find with workmanship or quality, 
they are finding the constant fluctua- 
tions in wholesale prices hard to 


| handle. 
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SWANK SHOE DRESSINGS, INC. 


New York 3, N. Y. 














Publish Facts of Life on 
U. S. Business System 


New York—‘“Facts You Should Know 
About Our Business System. ... And 
You” is a booklet, recently published by 
the Educational Division of the Better 
Business Bureau, explaining the facts 
of life of the capitalistic system of free 
enterprise. The explanation, showing in 
simple but compelling outline the func- 
tions of the free market, property, and 
capital, and the economic results of this 
system, is a guidebook to an American 
way of life. 

The last lines of the booklet are those 
of Thomas Jefferson: “I know no safe 
depository of the ultimate powers of 
society but the people themselves; and 
if we think them not enlightened enough 
to exercise their control with a whole- 
some discretion, the remedy is not to 
take it from them, but to inform their 
discretion by education.” The booklet 
may be obtained for five cents by writ- 
ing the nearest Better Business Bureau. 





Shoe Co. Issues 
Montreal Buyers Guide 


MONTREAL, Que. — The Narwil Shoe 
Company, Limited, have issued a “Buy- 
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Trade Literature 
ers’ Guide of Montreal” which includes 
2 complete alphabetical index of the fac- 
teries in the West, Centre, East and 
North districts, together with a number- 
ed map of the Montreal area, indicating 
where each factory is located. 

To shoe buyers who are visiting Mont- 


real, this guide should prove exceeding- 
ly useful and time-saving. 


Issues Catalogue of New 
Sandal Styles 


New YorkK—A catalogue containing 
the complete new style lines of all- 
leather men’s, women’s and children’s 
sandals of Lion Sandals, Inc., has re- 
cently been issued, it was announced 
recently by Leo Zohlman, president of 
the company. The catalogue has twelve 
pages, with pictures of models, and may 
ve obtained by request. 











Guidebook for Workers 


An interesting booklet has been pub- 
lished by the Gro-Cord Rubber Com- 
pany, of Lima, Ohio, as an introduction 
of the firm’s traditions and qpolicies to 
new employees. “Your Gro-Cord Guide- 
book” is the title, and the booklet opens 
with a message of welcome from Presi- 





26 Street 








FOR OUR CATALOGUE. 





MODERN ORTHOPEDIC 


APPLIANCE CO. 
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dent Fred W. Cook. There is a brief 
history of the company, follewed by 
detailed information on such subjects 
as employment, working hours, pay, 
veteran re-employment, promotion, ab- 
senteeism, leaves of absence, labor poli- 
ey and working conditions. 

The latter part of the booklet is de- 
voted to a description of the various 
employee welfare plans set up by the 
company, including the vacation plan, 
Gro-Cord profit sharing plan, group 
life, health and accident insurance, 
visiting nurse service, medica] service, 
company sports, etc. The profit sharing 
plan, adopted in 1942, is especially in- 
teresting. Under it one-third of the 
company’s annual net income, after de- 
ducting Federal taxes and the average 
of the past three years’ dividends, is 
set aside for the Gro-Cord Employees’ 
Pension Trust. 


-— 


Reports on Training 
Retail Personnel 

New York.—The Metropolitan Life 
Insurance Company has issued a re- 
port on a study of prevailing training 
practices of chain-store companies, en- 
titled “Training Chain-Store Person- 
nel.” 
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Sales of Independent Shoe Stores 


Compiled by U. S. Department of Commerce, Bureau 
of the Census 


March, 1947 


— Doliar Sales 
Per Cent Change 


Number Mar.. “47 Mar., “47 





of com- com- 
Firms pared pared 
States Report- with with March 
7 ine? Mar., "46 Feb., “47 1947" 
tnan s+acuneetalta 927 - +50 $12,273,603 
aes: 7 2 +37 210,515 
Arizona ‘ sake. ~~ '*~ ‘al eee 
I wetddins ses anni 8 — 6 +24 40,455 
SD pon cWadcean — + 6 +31 1,624,449 
Colorado ....... sdeminete 9 +26 +58 216,674 
Connecticut at aadin eae: Fae +2 +72 299,850 
EE: oui ccpn dudbee - Joes eceere 
MY «+ 6s eube« eo ‘ 15 +2 +654 223,596 
Florida eareeeee , 6 +32 +55 98,642 
Georgia .... eben 7 +5 +52 305,076 
Idaho ‘ bedubed ave ‘ eee eees oseee 
ED wired oan tedeaes “ae + 5 +47 560,155 
Tt. tuddenackduewd 31 — 1 +39 528,826 
EE te ombhae 3 poonce Mae +18 +66 235,402 
Kansas init : ji 8 +18 +30 60,776 
Kentucky 3 oan coon... § Se teneeed 
Louisiana 8 sens Shee 
MEE e6esdocecs : 6 —9 +30 34,725 
Maryland ........ . 7 +11 +79 119,294 
Massachusetts ........ Sew +3 +59 402,872 
DY Movtese+ceeeces 54 —12 46 474,634 
Minnesota .......... - 3 we suuece 
DE stodentctdeeade 2 < aie ewan 
DD .Gdnatieedscodsececs 35 —1 +54 318,458 
DD etsccavesadot 5 + 1 +19 36,649 
POURED 6 Ss cccccséccccccss 8 + 6 +45 78,428 
DD nie daa tacvanevedes 5 os dae sees 
New Hampshire ........... — ase “se 
Pe MOET vecccncsccéicve 28 +5 +99 475,667 
MED in dss scedwece « 5 ogee eS ae a Oe. 
PE. 2:80 doce te dune 99 +1 +59 1,195,663 
North Carolina ......... ‘ 8 aeee wees 
North Dakota ............. ‘ oad os aa 
i tneséeneweesedee ade 50 +6 +56 613,030 
ES ere 8 —11 +38 34,301 
iatindetnahews eae ede 15 —2 +34 169,515 
Is onda ccecdtce 67 +6 +79 1,174,831 
eee 7 +14 +55 102,084 
South Carolina ..... paves : nant nibert 
South Dakota ....... : ‘ — 
Tennessee ........ bean s - 
SE. idea cwbelies ec 30 -— $ +38 697,457 
ST Giunenbotonpe de s paw ‘. 
Vermont 5 , jade» “rt Agpaiies 
Virginia ....... 13 +6 +54 148,311 
Washington 28 +10 +41 405,259 
West Virginia ............ 2 ee <tinb : 
MEER » Ge rddcndeaascoes 41 +4 +49 285,545 
CT -esebede éeckée s seee aco. see 
DE Mi, sccsctcashcoss 37 + 5 +49 360,571 
Los Angeles, Cal. ........ 37 + 6 +24 63,918 
Pewttend, Ove. ...ccevicece 9 — 6 +34 130,573 
ey ME, BE in bs0ceseed 18 0 +59 220,302 
San Francisco, Cal. ....... 11 +2 44 120,133 
Seattle, Wash. ........... 8 +11 +41 156,763 


1 Includes reports received too late for inclusion in previous month- 
ly totals. * Number does not apply in all cases to the year-to-date 
figures. * Insufficient data. ‘No data. ® Not shown separately. * Com- 
— with $11,857,875 in March, 1946 and $8,160,223 in February, 
1947. 





Joseph’s in Chicago Hit by Fire 

Cnicaco, Itu.—Fire, which spread from a photogra- 
pher’s studio next door got into the basement stock room 
of Joseph’s Michigan Ave. shop in Chicago and resulted in 
almost $125,000 worth of damage. Smoke seeped into the 
corner of their new salon above, The Guild Room, and in- 
jured some of the wall and decorations. It has been tempo 
rarily closed for repairs. 


Fluorescent Lighting Aids Production 


LIGHTING, cleanliness and modern production methods 
were given special emphasis in the planning of the new 
Tru-Poise factory of The Selby Shoe Comany. The photo. 
showing the treeing room, is a daylight view, .but the 
factory is also equipped with modern fluorescent lighting. 

This factory is a specialized unit in a wing of the main 
building which was formerly occupied by several service 
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Genuine U.S. NAVY 


BLACK OXFORDS 


ALL FULL RANGE OF SIZES 
NEW from 5'.A to I2EE 


ots of 50 ceases 


“‘4* 


“4” 
MINIMUM 


QUANTITY 
144- Pairs 


U. $. NAVY MERCERIZED 


BLACK HOSE 


The now famous genuine Navy Hose for all year wear; 
for work or dress: reinforced heel and toe. Equivalent 
to any 75c hose Sizes 10 to 12 


100 te 500 Dozen Less then 100 Dez. 


“$175” $2.00 $2.25 


per dor. per 
IMMEDIATE DELIVERY 


TERMS: 


Net 10 doys to sotistoctorily roted concerns 


r 600 pair 


® quantities tess 


then 50 cases 











—oll cthers please send check with order Order Now! 








BM. DAVIS & Mite 


WRHROLES 


280! UNION CENTRAL ys 


Treeing room of the new factory, where shoes are put 
back on the last for inspection and polishing. 


departments. After complete renovation and the installa- 
tion of new equipment, operation has begun under super- 
vision of Paul DuPuy, who has had many years of ex- 
perience in the manufacture of quality shoes. 
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Size 12" x 2%" 
6 Doz—$1.50 
12 Doz— 2.50 





Canada 


6 Deoz.—$!.70 
12 Doz— 2.80 





Great Little Time Savers 
Spring Circular showing 8 color designs sent on request. 





“U"—Green with yellow trim—white board—price black 
Merchants’ Service Dept., 209 S. State St, Chicage 4, Illinois 


YOUR 


vertisers. 








DON’T LOSE 


over that Surplus Stock 


Turn to the CLASSIFIED PAGES for 
Purchasers. 


Sixteen years’ continued use of “WANTED TO 
PURCHASE” space is the record for one of our ad- 
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West Coast Travelers’ Job 
Program Scores Success 


Los ANGELES, CAL.—The West Coast 
Shoe Travelers Associates has developed 
a successful program to help manufac- 
turers secure Western representatives 
and to aid salesmen in obtaining new 
lines, 

This plan, which has been in opera- 
tion for three months, has resulted in 
the placement of about 10 representa- 
tives, among them young war veterans 
as well as experienced traveling men 
who wanted side lines or full-time lines. 

The program is administered by the 
WECSTA’s Employment Relations Com- 
mittee. Salesmen who want lines file 
their applications which are kept in 
strict confidence. 

When the job program was initiated, 
announcements were made in the trade 
press and letters were sent to manufac- 
turers’ associations, two of which, the 
New England Shoe and Leather Asso- 
ciation and the National Association of 
Shoe Manufacturers, have cooperated to 
the fullest with the Employment Rela- 
tions Committee. 

Within a week after the first an- 
nouncements were made requests for aid 
in securing West Coast representatives 
poured into the committee headquarters 
tn the Haas Bldg., and bulletins, de- 
scribing manufacturers’ inquiries, be- 
gan to be issued regularly to the 
WCSTA’s 425 members. At present. 
some 30 inquiries from manufacturers 
throughout the country are on file. 
Their names are revealed only to appli- 
cants and are published in WCSTA bul- 
letins under code numbers. 

The primary purpose of the WCSTA 
in setting up this committee is to give 
tangible assistance to its members and 
prospective members as well as to aid 
shoe travelers in the Western States. 


Moves to Larger Quarters 

CoraL GABLES, FLta. — The Bootery, 
owned by Samuel A. Futerfas, has 
moved into its new and larger head- 
quarters at 252 Miracle Mile, Coral 
Gables. 
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May Revive Midwest Fair 


CoLuMBUS, OHIO. — The Ohio Shoe 
Show staged at Columbus, May 18-20, 
by the Ohio Shoe Travelers’ Club, was 
well attended by both buyers and sell- 
ers, but buying was on the cautious 
side. 


Dealers, still holding good inventories 
and feeling that prices might move 
downward either by actual reductions 
or by improvement in quality, placed 
only a part of their requirements. Ac- 
ed, representing the better known 
women’s novelty lines. 


E. H. (Larry) Minor, retailer and 
traveler, chairman of the Ohio Shoe 
Travelers Board, headed up the Colum- 
bus show committee. Others of the com- 
mittee were M. C. Swan, president of 
the club, Dick Barnes, Ben Tolpen, 
Harry Minor and Sammy Grossman. 
Approximately 180 lines were displayed, 
representing the better known brands. 

Léss than a year and a half old, the 
Ohio Shoe Travelers’ Club, through 
active leadership, has grown rapidly 
into one of the industry’s most active 
organizations. In 1946 the club broke 
all records by staging six shoe shows. 

M. C. Swan, president, has announced 
that shows will be limited hereafter to 
two a year. The Columbus event was 
the largest yet held; the banquet, with 
its bright floor show, drew over 500 
guests. 

Ira Longini, chairman of the Cincin- 
nati committee, states that plans for 
the Cincinnati show in November are 
shaping up into a possible revival of 
the Midwest Shoe Fair. A full-fledged 
four-day showing, with a new slant 
on a runway style review and a golf 
tournament, promises to make it one 
of the trade events of the year. It will 
be held at the Hotel Gibson, Nov. 
16, 17, 18, 19. 


Form City-Wide Shoe 

Retail Association 
PHILADELPHIA, Pa. — The Philadel- 

phia Retail Shoe Merchants Association 





was recently formed here. Stanley C. 
Berger, of Dr. Locke Shoes and presi- 
dent of the Middle Atlantic Shoe Re- 
tailers Association, was elected head of 
the group. According to Mr. Berger, 
this loca] association was formed pri- 
marily to promote the good-will and 
welfare of the retail shoe business, to 
sponsor cooperation on sales dates, and 
to further the activities of shoe mer- 
chants generally in representative 
groups. 

The organization differs from the 
Chestnut Street Shoe Guild in that it 
takes in citywide merchants rather 
than those confined to doing business 
in one section. 

Officers for this group are: Stanley 
C. Berger, president; A. Spector, Dial 
Shoe Stores, vice-president; B. Chanin, 
Foot Step Shoes, secretary; Morris 
Wax, Wax Shoe Store, treasurer. 

Directors are: A. Birenbaum, 
Abrams Hardwear Shoes; David Gold- 
stein, Goldstein’s Shoe Store; Irving 
Lewis, manager of Enze! Shoe Store; 
Albert Kay, Ansonia Shoe Store; D. 
Dennis, Conformal! Shoe Store. 





U. S. Shoe Machinery Puts 
Patents Up for Lease or Sale 


WASHINGTON, D. C. — About 2.000 
patents owned by the United Shoe Ma- 
chinery Corporation were recently 
placed on the Register of Patents 
available for Licensing or Sale main- 
tained by the Patent Office, the Depart- 
ment of Commerce has announced. 

By this action the corporation public- 
ly announces that these patents are 
available to other firms and individuals 
on a non-exclusive licensing basis and 
on terms to be agreed upon. 

A large number of the patents relate 
to shoe manufacturing and repair. Ap- 
proximately 500 relating to such prod- 
ucts as sewing machines, cement dis- 
pensing devices, and buffing rolls are 
adaptable to other businesses. 

The patents are chiefly the product 
of the corporation’s research and de- 
velopment work. 
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AMERICAN SHOEMAKING 


683 ATLANTIC AVENUE 





KEEPS WHITE SHOES WHITE 


At your jobbers or order direct. Dealer's orders of 6 
doz., and over will be shipped prepaid, at $1.85 a doz. 
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BOSTON 11, MASS. 











BUNNY PRODUCTS CO., Inc. 
INDIANAPOLIS, IND. 
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Competition Rules 
Atlanta’s Shoe Business 
[CONTINUED FROM PAGE 83] 


population of 89,872 in 1900 to 345,000 
in 1946; its metropolitan area has 
grown from 260,424 in 1920 to over 
525,000 today. Retail sales have leap- 
ed from $155,000,000 in 1930 to $397,- 
500,000 in 1946. 

Today there are 1205 manufacturing 
enterprises operating in the Atlanta 
area as compared with 516 twenty 
years ago. In 1946 some 178 new fac- 
tories were established or in the proc- 
ess of being established there. In addi- 
tion 201 out-of-town concerns estab- 
lished branch warehouses or offices and 
43 others sent in representatives. As 
the principal merchandise market cen- 
ter of the southeast, more than 15,000 
merchants patronize the member firms 
of the Atlanta Manufacturers and dis- 
tributors Association. Most of the Fed- 
eral Departments and Agencies are 
represented here: there are 132 such 
establishments, 85 of which are regional 
in scope, the rest serving the state of 
Georgia and the Atlanta Metropolitan 
Area. 

Atlanta’s 1205 factories turn out 
more than 1500 different commodities. 
The city is not dominated by any one 
industrial group and its factory out- 
put is well diversified. 

There are over 5000 retail establish- 
ments and over 1000 wholesale estab- 
lishments in the city. The average 
worker’s income is said to be around 
$2,000 (about 15 per cent over prewar) 
and the average family income around 
$4,000 (about 20 per cent over prewar). 


The market for shoes centers first, in 
practical and utility shoes both for men 
and women and secondly, in the better 
street wear and sports shoes for both 
sexes. More style and fashion utility 
is sought in shoes for teen-age girls 
than for any other group. Atlanta shoe 
merchants view this trend with interest 
and believe it will lead, in the years 
ahead, to a greater fashion conscious- 
ness on the part of matrons than at 
present. 

Average prices of women’s shoe pur- 
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chases have dropped slightly in the 
area since the first of the year; from 
about $29.50 to $20.00 and slightly un- 
der, according to one of the city’s lead- 
ing shoe men. This, of course, is for 
the better grades of women’s shoes. 
Prices in the volume ranges have drop- 
ped proportionately. This has been 
both a price drop and a demand drop; 
demand for shoes in top price ranges 
in women’s lines is as low as 30 per 
cent under demand for the same ranges 
at the turn of the year. There has been 
little appreciable drop in the buying 
level for men’s shoes. 

Shoe merchandising in Atlanta today 
is concentrated chiefly in actual store 
selling. Both local newspapers have a 
moderate form of display space ration- 
ing in effect, and shoe merchants are 
not able to obtain all of the newspaper 
advertising they might use if space 
were open. So major selling emphasis 
is being concentrated in window and 
store display and in personal selling in 
the store. 

Nearly all Atlanta shoe retailers 
have successfully instilled the need for 
aggressive selling today in their clerks; 
there is very little of the “take it or 
leave it” attitude left in the shoe stores. 

[TURN TO PAGE 107, PLEASE] 


New Memphis Shoe Store 
Employs Linear Design 





Memphis, Tean.—"Pasl's", the newest 
and one of the most moderna shoe stores 
in the city, was opened recently at 104 


South Main Street. Employing « grace- 


Vermont marble. Joe Ashendorf is man- 
ager of the store. 





Boardwalk Exhibit Features Summer Styles. 





Atlantic City, N. J.—This window drew boardwatkers here at the DuPont exhibit 


during the 


Easter season. Featuring white leathers, tanned with chemical prepere- 


tions of the DuPont Company, con unusually broad and catholic variety of Summer 


styles were employed. 
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Obituaries 


Glenn L. Chapman 


CHARDON, O.—Glenn L. Chapman, 69, 
former mayor of Ch-rdon, O., who re- 
tired last year after a half century in 
the shoe business, died recently in Lake- 
side Hospital, Cleveland, after several 
months’ illness. 

He started his shoe business in Char- 
don in 1896, and said he chose this busi- 
ness because “as long as people are 
born barefoot they must have shoes.” 
He was a Mason and belonged to the lo- 
cal Chamber of Commerce. In 1902 he 
became’ a member of Chardon Council 
and served as mayor in 1924-25, and 
also was a member of the school board. 
He resigned as member of the board 
of public affairs recently because of ill 
health. 

His widow and a son survive. 





Arthur H. Book 


PRINCETON, IND. — Arthur H. (Pat) 
Book, aged 63 years, who for many 
years owned and operated the Book 
shoe store in Princeton and was widely 
known to the trade in southern Indiana, 
died recently at his home, 312 West 
State street. He had been ill with a 
heart ailment for several years. 

Mr. Book was a native of Somerville, 
Indiana, but had lived in Princeton 
most of his life and was active in civic 
affairs. Burial was in the Odd Fellows’ 
Cemetery, here. 

Mr. Book is survived by the widow, 
one son, a daughter, his mother, Mrs. 
Mary A. Book, and nine grandchildren. 





J. Burt Winter 


LOGANSPORT, IND.—J. Burt Winter, 
70, for many years associated with the 
Elias Winter & Son Shoe Store, Lo- 
gansport, Ind., which was started by 
his father in 1887, died recently of a 
heart attack. 

Mr. Winter and his sister, Mildred, 
operated the business until it was 
closed in 1932. His sister and three 
sons survive. 


Freeman Miller Judd 


SoUTHINGTON, CONN.—Freeman Mil- 
ler Judd, 73, of 37 Merrell Avenue, 
proprietor of a shoe store here since 
1907, died recently after a brief illness. 
He was a partner of George Orr of Oak 
Street who recently retired from the 
business. 





James L. Stephenson 

Macon, Ga—James L. Stephenson, 
one of the city’s leading shoe mer- 
chants, died unexpectedly of a heart 
attack at his home here recently. Prior 
to coming to Macon 16 years ago, Mr. 


June |, 1947 


onsen ov ras sar, MDA 








COMPETITION! 


Our customers know the combination to this 
“Safe” way to do business! Write, wire or phone 


today for fresh, current cancellations to help ‘you 





1215 Washington Avenue 





E A PROFI 


Tell us your needs in either promotion or spot 
shoes for men, women and children! We'll sub- 
mit samples immediately ...and at the right 
price! Write today! 

QUALITY SHOES SINCE °32 


M. K. WEIL sno co. 





St. Louis 3, Missouri 


CEntral 4898-3762 


WHILE IN TOWN SEE WEIL 











Stephenson was engaged in business in 
Columbus, Ga. 

The deceased is survived by his 
widow, two daughters and three sons. 


Charles A. Lawrence 


JOHNSONBURG, Pa—Charles A. 
Lawrence, 78, retired shoe merchant 
here, died in the Elk County General 
Hospital recently, after an illness of a 
year. 

Born in Laurenberg, Germany, Mr. 
Lawrence operated the Lawrence Shoe 
Store from 1906 to 1929, when he re- 
tired and the store was taken over by 





his son Frederick. 

Surviving are three daughters, and 
one son, Mr. Lawrence’s wife died in 
1939. 


—_—_— 


John L. Volin 


New Haven, Conn.—John L. Volin, 
of this city, owner and operator of a 
retail ladies’ shoe shop here for the 
past eight years, died suddenly at his 
home, 789 Edgewood Avenue, recently. 

Before opening his own store, Mr. 
Volin was a shoe buyer for the Gamble 
and Desmond Company, here, for 15 
yeats. Previous to settling in New 
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~~ MEN'S SANDALS 
MEN'S SMOOTH COWHIDE 
LEATHER SANDAL 
Leather Sole Rubber Heel 


$6.40 





Sizes: 6-11 
Terms: Net 10 days, F.O.B. N 


immediate rye! 


POLONER SHOE COMPANY 


156 Duane Street New York 13, N. Y. 
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Unlined Smooth Elk Sandal 
Grain Leather Innersole, Oak Bend Sole 

Brows 
Red 

White 





= 


—~ 










Sizes 5-8, Spring Heels...... $2.00 
Sizes 82-12, Spring Heels... 
Sizes 12/2-3, Rubber Heels.. 2.10 


Alse No. 2001 Unlined Smooth Elk Sandal 
Brown Sport Rubber Sole and Heel 
5-8, 842-12, 12%-2—$1.35 
immediate Delivery—Net 10 Days F.O.8. N. Y. 
36 pairs to a run of color to case 


POLONER SHOE COMPANY 


156 Duane Street New York, N. Y. 








PLASTIC SHOE FORMS 








Catelog. 
LYONS & COMPANY 
120 Duane St., New York 7, N.Y. 
QUALITY SHOE STORE SUPPLIES SINCE 1900 
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Made Manager of Rochester 





FREDERICK WOLTERS 


ROCHESTER, N.Y.—F rederick Wolters, 
son of Mr. and Mrs. Gysbertus A. 
Wolters of this city, has been named 





manager of the Baker Shoe Store, 186 
Main St. E., here. 

He succeeds Jack Roby, who has gone 
to the St. Louis headquarters of the 
chain as assistant to Sam Edison, vice- 
president in charge of the bag and ac- 
cessories department. 

Wolters first became affiliated with 
Baker’s as a salesman while attending 
Rochester Institute of Technology, from 
which he was graduated in 1937 with 
certificates in mechanical engineering 
and business management. 

Later he worked for Eastman Kodak 
Company as a film technician and main- 
tenance engineer. 

In 1945 he went back to work for 


» Baker’s as assistant manager of the 


Hollywood, Calif., store. 


Remodel Building 


JACKSON, Miss. — Remodeling is now 
under way on the building at 231 East 
Capitol street, which will house the 
Bomar Shoe Company. 








Remodeling Moves Salon to Street Floor 





The informal design of the chairs and couches, the copies of Vogue and Made- 


moiselle beneath a 


contribute to an easy, relaxed high style 


display table, and the spacious carpeted 
atmosphere 


floor, 
. Notice the mannikins in the 


rear, strongly suggesting coordination possibilities. 


St. PauL, Minn.—When a remodel- 
ing program at Macey’s, 71-73 East 
Seventh street, here, relocated the shoe 
salon on the street floor, William E. 
Ziton, buyer and manager of the de- 
partment, had a wish fulfilled. 

“A shoe department should be easily 
available,” said Mr. Ziton. “Customers 
who come in for street floor merchan- 
dise include the shoe salon in their 
browsing, with a consequent increase 
of sales. Window displays which draw 
customers inside are more effective if 
merchandise is seen immediately.” 

The new salon, although at the rear, 
draws quick attention through strong 
accent placed on color in decoration. 
Broad traffic aisles lead directly from 
the entrance to the salon, giving good 
view. 

The fashion trend of matching ac- 
cessories and the wardrobe idea is util- 
ized in promoting casual and sport 
shoes here. The shoe salon is located 


next to the millinery section. Each de- 
partment works with the other in sug- 
gesting that hats and shoes should be 
correlated. 

“While we have shoes for every age 
group, ranging in price from 6.95 to 
16.95, we make a strong play for the 
young trade,” said Mr. Ziton. “We 
choose representatives from high 
schools and colleges to model shoes at 
frequent intervals. We also have in 
training popular young men of the 
schools who work after school hours 
and on Saturdays. For our opening we 
had the queen of the city’s annual 
winter carnival acting as hostess and 
a young man who had been chosen 
king of one of the high schools assist- 
ing in showing merchandise. Young 
persons from each school modeled. 

“This tie-in identifies us with the 
young crowd and brings us a strong 
following.” 

A casual shoe bar is at one side. 
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NEW LOW PRICE 


MEN'S WORK SHOES 
$“P .00 


NET 30 DAYS 
FOB BOSTON 


IMMEDIATE DELIVERY FROM STOCK 
12 PAIR CASES—REGULAR SIZE RUNS 
ONE pace MOLDED SOLE AND WELT- 

NG. NAIL CONSTRUCTION 
Stock #7003 Men's Brown Smooth 
Split Leather Uppers. 
Stock #7004 Same as above only 
Biack Smooth Split Leather Uppers. 
Stock #6002 Boys’ Brown — Sizes 

















CHAS. KEMLER SHOE CO. 


144 Lincoln Street 
BOSTON, MASS. 














1-6 and 2!/-6 $1.85 
Stock #6003 Boys’ Black — Sizes 
1-6 and 2'/,-6 . $1.85 


Fashion Authority Speaks 
To N. Y. Group of Shoemen 


New York—From reactions received 
from shoe buyers, merchandisers and 
manufacturers in the current market, 
Kate Kamen, executive secretary of the 
Guild of Better Shoe Manufacturers and 
fashion authority, speaking to the New 
York Association of Younger Shoemen, 
at the Hotel New Yorker, recently, pre- 
dicted that branded shoes which embody 
high quality for the price will be in 
greater demand this Fall. There is a 
large amount of “man-made confusion,” 
she said, that clouds the clear fact of an 
enormous potential of spending power 
in this country. 


Mrs. Kamen said that her observa- 
tions at the National Shoe Fair led her 
to believe that the three most desirable 
qualities in shoes at the present time 
were, in order of preference: 1) new 
styles; 2) quality plus; 3) better de- 
livery. Manufacturers that emphasize 
these qualities in their shoes cannot 
help but do a good business, she said. 

Stylistically, the Fall keynote is, in 
brief, a new, original appearance, with 
simplicity and artistic detailing pre- 
dominating, she said. The closed toe, 
the high cut, and the strap shoe, it was 
averred, are the three most important 
new styles. In passing, Mrs. Kamen 
noted, however, that the open-toe shoe 
will remain the volume style because of 
its fitting and comfort advantages. 





“= 
PROFIT BY 







SKI BOOTS 


Production is rising — but so is the 
demand for Bass footwear... Sorry 
but present accounts still come first. 
New York Office: 658 Marbridge Budding 
FOOTWEAR 
WILTON, MAINE 
Moccasins, Quail Hunters, Weejuns 
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Youth’s Shoes Pillar of Specialty Store 





cleacy. The 

tors of boys’ and giris’ departments. 

OKLAHOMA CiTy, OxLA—The S&S. C. 
Orbach Company has made its business 
in the boys’ and girls’ shoe departments 
a pillar of Rothschild’s B&M specialty 
store here. Originating the boys’ shoe 
department at the store’s inception in 
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is operated by the $. C. Orbach Company, opere- 


1898, the company now occupies the en- 
tire fourth and fifth floors of the five 
story building, and anticipates further 
expansion. 

In 1935, the girls’ shoe department 
was moved to the fifth floor to allow an 


expansion of the boys’ department on 
the fourth. The girls’ department, 
which includes styles from infancy to 
’teen-debs, now occupies the whole fifth 
floor. 

S. C. Orbach, a partner with Mrs. S. 
C. Orbach and their son Robert Orbach, 
says: “We feel that our shoe department 
now is in keeping with the rest of our 
departments and will soon be pacing our 
development. . . . We think that our 
boys’ and girls’ business is unique, in 
that it accounts for a larger than usual 
portion of the entire store volume.” 
Kenneth Stoneham is manager and 
buyer of the shoe department. 





Radio Publicized Shoe Sales 
Bring Crowds 


AtBany, N. Y. — The Barry Wood 
radio show, heard three times a week 
here, is working magic for the Maiden 
Lane Bootery, according to reports, and 
creating conditions reminiscent of war- 
time cigarette and nylon lines. 

The story behind the idea is that the 
store announces sales of famous name 
brand shoes periodically which create 
waiting lines again for women anxious 
for a crack at the astonishing values. 
Because no one knows just when these 
sales will be announced, women are com- 
pelled to listen in every day for fear of 
missing the weekly special offerings. 








Volume Good At May Shows Despite Caution 


[CONTINUED FROM PAGE 91] 


V alue-Interest, Conservatism 
Mark Chicago Travelers Show 


CuHicaco, Inu.—When the Chicago 
Shoe Travelers Association opened 
their four-day show recently at the 
Morrison Hotel, there were 110 exhib- 
itors to show their lines. 

Greatest emphasis in the exhibits was 
on advance styles for Fall, though quite 
a number showed in-stock lines of sum- 
mer shoes. 

There was some activity on varia- 
tions of the two-tone spectator on the 
part of buyers who wanted immediate 
deliveries. Most of those showing new 
goods were disappointed in the very 
moderate amount of business which ap- 
peared on their order books. 

Although attendance was good, buy- 
ing was extremely cautious. Every 
buyer was definitely looking at the 
value angle, with style a secondary con- 
sideration. It was however gratifying 
that those houses which had real value 
to offer did a fair amount of business. 

In Fall lines, buyers’ chief interest 
centered on suedes and calfskins. 
There were more all-closed models 
shown than in some time, but buying 
did not preclude the open style. Many 
sling backs and open-toes were select- 
ed. Several houses noted that moc- 
casins and loafers came in for less at- 
tention for the school crowd. 

In women’s shoes, good quality calf 
came in for attention. There were 
many platform soles shown, but the ex- 
tremely high ones did not register fav- 
orably with buyers. In fact, all ex- 
tremes in styles were largely rejected. 
The conservative, well made and well 
designed shoes accounted for the bulk 
of business, 


Men’s Shoe Supply Better 
At Michigan Shoe Show 


Detroir, MIcH.—Turn of tide in sup- 
ply of men’s shoes was considered the 
big news at the Michigan Shoe Show, 
sponsored by the Shoe Travelers Club, 
at the Hotel Statler for three days in 
May, after a two-month lapse of the 
monthly-showing because of the Easter 
season. Total number of exhibitors— 
97—was one of the highest in recent 
seasons and drew a very satisfactory 
turnout of both local and upstate ex- 
hibitors, especially from the eastern 
part of the state. 

Emphasis was upon fall showing 
throughout. Travelers showing men’s 
shoes were able to display items with 
a definite promise of delivery for the 
first time in months, some reported. 

In women’s shoes, white novelties led, 
with the emphasis continuing strong on 
white. Kids follows white novelties in 
demand, travelers reported. Women’s 
sport oxfords appeared to be the major 
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fall style item, with a trend to more di- 
versified colors than last season. 

Increase in supply of children’s shoes 
was general. There was considerable 
advance demand for rubbers, men in 
these lines reported. 


Buying Good at Michigan 
Summer Show 


GRAND Rapips, Mich.—Michigan An- 
nual Summer Shoe Fair, sponsored by 
the Michigan Shoe Travelers Club, re- 
corded an attendance of 550 for the 
three days showing at the Pantlind 
Hotel recently. 

Buying was extremely brisk with em- 
phasis on women’s casuals. Merchants 
throughout western Michigan bought 
heavily and no resistance was felt as to 
price, something that has been evident 
in shows held elsewhere in Michigan 
these past few months. 

Public demand for “hot” items such 
as the latest in casuals for dress and 
play, soared sales, although merchants 
reported that their inventories were 
high on unseasonable stocks. 


Heavy Activity at 
Northwestern Shoe Show 


St. Paut, MInn.—The semi-annual 
convention of the Northwestern Na- 
tional Shoe Travelers Association, held 
at the Hotel St. Paul, early in May 
here, was one of the largest ever held 
in the Northwest, according to Edward 
Trench of St. Paul, association presi- 
dent. Some 160 shoe manufacturers’ 
representatives displayed fall style 
footwear in women’s, men’s and chil- 
dren’s lines. 

Business at the convention was ex- 
ceptionally good, Mr. Trench reported, 
with more than 900 buyers from Min- 
nesota, Wisconsin, North and South 
Dakota, Wyoming, Nebraska, Iowa and 
Manitoba attending the showings. 

B. F. Riley of Eau Claire, Wis., one 
of the representatives displaying shoes, 
said that open toes and heels continue 
to be prominent sellers. Black and 
brown were reported the best colors 
and low platforms remained in heavy 
demand. 

The next convention will be held in 
St. Paul, Nov. 1 to 4, it was announced 


Buyers Hold Up on Fall 
Orders at Ak-Sar-Ben Show 


OMAHA, Nes.—Buyers of men’s and 
boys’ shoes from Nebraska, Iowa, Kan- 
sas, Missouri and South Dakota was 
strongly in the market for anything 
they could get in calfskin, but were 
placing orders for about 50 per cent of 
their requirements in other types of 
footwear, at the Ak-Sar-Ben MAC’s 





fall and holiday market at the Hotel 
Paxton here. About 300 attended the 
three-day show and ordering was con- 
siderably lighter than a year ago, the 
10 exhibiting salesmen indicated, al- 
though fall business outlook was 
termed good. 

One exhibitor said that merchants 
were buying about 50 per cent of 
their requirements in early orders and 
were waiting three to five weeks on 
the remainder. Prices were a highly 
important factor at the show and there 
was a definite trend among retailers to 
“sit tight” and order sparingly until 
the price situation is more settled. 

Salesmen’s exhibits were filled with 
shoes in contrast to last Fall when 
some representatives had no display at 
all. Men’s work shoes were said to be 
plentiful, while men’s, womens and 
children’s shoes were in good supply 
with the exception of calfskins and 
good dress shoes for men. Retailers re- 
ported, however, that a wet, cold sprin;; 
had crimped sales of men’s dress shoes 
somewhat. 


Reports Hesitation 
At Mid-West Show 


OKLAHOMA City, OkLaA—The Mid- 
Continent Shoe Show filled three floors 
of the Skirvin Hotel in Oklahoma City 
early in May with nearly 60 shoe com- 
panies represented. Buyers from Kan- 
sas, Oklahoma and Arkansas convened 
for this ninth annual Autumn shoe 
show. 

Attendance was very good, but buy- 
ing was light at the show, it is re- 
ported. A larger convention is planned 
for November, 1947. 

E. J. Eichhorn, secretary of the Mid- 
Continent Shoe Travelers Associat‘on. 
said, “Everything is OK. There is a bit 
of hesitation in the buying because 
some expect prices to come down, but 
they won’t. In some cases prices are 
even going up 5 and 10 cents.” 





Will Now Prosecute Violators 
Of Retail Wage Order 


Atsany, N. Y.—Industrial Commis- 
sioner Edward Corsi announced re- 
cently that the Retail Trade Minimum 
Wage Order, promulgated on Novem- 
ber 12, 1945, is now mandatory. The 
order which provides for a minimum 
of 52% cents an hour, overtime rates 
and other protective regulations for 
more than 500,000 employees in the 
retail trade industry in New York State 
has been directory since its issuance. 

During the directory period of a 
minimum wage order, the only penalty 
for non-compliance is publication of 
the names of violators. Commissioner 
Corsi pointed out that his action now 
makes it possible for the Department 
of Labor to prosecute flagrant violators 
of the order. 
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Competition Rules 
Atlanta’s Shoe Business 
[CONTINUED FROM PAGE 102] 


Still, selling is not as aggressive as in 
eastern and northern areas; this type 
of selling has never been successful in 
the South. 

Since the accent is not so great upon 
style and fashion, the quality of mate- 
rial and construction are most impor- 
tant points in selling. The average 
shoe salesperson in Atlanta knows a 
great deal more about how shoes are 
made and the values of materials than 
he or she does about current fashions; 
those are the selling weapons they need 
to make sales in Atlanta shoe stores 
and those are the ones that are selling 
shoes today. 

Lest we leave the impression that 
style is of no interest in Atlanta, we 
hasten to explain that there is most 
definitely such an interest. Its im- 
portance is subordinated, however, as 
contrasted with the reverse situation in 
many other cities. 

There are 41 shoe retailers compris- 
ing the Atlanta retail market. Most of 
the major national shoe chains have one 
or more stores there, but there is a 
large number of home owned retail 
stores. 

The retail shoe stores in Atlanta are 
on a par with those of any section of 
the country but conform to the general 
pattern in size, stock and merchandis- 
ing. Customer loyalty to these stores is 
marked and was held even during the 
war years of scarcity. 

There is no definite shoe district as 
in many cities, and stores are located 
throughout the business section of the 
city. 





Shoe Education Proposal 
Made to Industry Leaders 
[CONTINUED FROM PAGE 91] 


Industrial Psychology, History of Civ- 
ilization, Museum Laboratory Work- 
shop. 

Extension courses in manufacturing 
and selling of shoes would be developed 
later, it was asserted. Dr. Ritter stated 
the belief that the broad scope of the 
program would, in addition, be of great 


value to retailers. 


Among those present at the meeting 
were: David S. Cohen, president of the 
Shoe Manufacturers Board of Trade, 
who presided; Miss Marie Norton and 
Monroe Geller, from the Shoe Manufac- 
turers Board of Trade; W. W. Stephen- 
son, Harold R. Quimby, Florine Maher, 
from the National Shoe Manufacturers 
Association; Lou Sacher, John L. Jerro, 
Mrs. Kate Kamen, from the Guild of 
Better Shoe Manufacturers; G. H. 
Meally, Doris Beechman, Irving J. 
Fife, from the tanning industry; David 
Sterling, Howard Fox, from the New 
York Association of Younger Shoe Men; 
Charles I. Rockmore, from the National 
Fabric Association. 
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WOMEN'S GENUINE 


MEXICAN HUARACHES 
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ALL LEATHER UPPERS 
LEATHER INNERSOLE 
LEATHER OUTERSOLE 
SIZES: 3 TO 9 | 
Immediate Delivery 
Minimum Order 18 pairs 
Terms: Net F.O.B. N; Y. 





158 Deane Street, New York 13, N.Y. 




















sales and big profits. Alse complete line of rubber. parts 
fer arch supports and shee serrestions. 

A. L. SCHENK ORTHOPEDIC LAB. 
1024 W. 7th St. Les Angeles 14, . 
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The tightly woven composition of the new shoe salon of Maison Maurice, in New 
Orleans, suggests a business-like and efficient viewpoint that will produce good 
sales service as well as style variety and fashion currency. 


New ORLEANS, La.—“We’ve gone all 
out to make our shoe department the 
most modern, comfortable and fashion- 
able shoe in the city,” Edward L. He- 
bert, manager of the new women’s shoe 
salon at Maison Maurice, reports. “The 
fashion-conscious customer who is seek- 
ing the latest design in quality shoes 
finds herself—we hope—in an environ- 
ment tailored to her tastes here.” 

“Perhaps the best advantage of our 
new department,” points out Hebert, 
“is our tie-in with the millinery de- 
partment. Location right next to the 
shoe salon, without even a partition to 
separate the two departments, has 
made for increased sales in shoes and 
shoe accessories. It is a rare occasion 
when a fashion-minded customer, like 
most of ours are, buys a new hat with- 
out buying a new pair of shoes also— 
this is also true in reverse fashion, of 


the fashion-minded shoe customer. 

“High-pressure sales tactics are 
strictly not a part of our methods,” 
says Hebert, “but we've found that 
‘suggestive selling’ of other merchan- 
dise has made for increased profits for 
our salon and other departments in the 
store—especially millinery. All of our 
salesmen are trained to sell well-fitting 
shoes, to be courteous and to suggest 
other merchandise to customers that 
frequent our store. 

An enthusiastic exponent of good 
window displays, Mr. Hebert con- 
sistently dresses what he calls his 
“shopper stoppers” windows to bring in 
the fashion-conscious customer who is 
seeking quality merchandise. “The best 
ad ever run in the newspaper,” points 
out Hebert, “would only bring meager 
results into a shoe store where the win- 
dow display was sloppy. 





Kays-Newport Opens Salon 
In Philadelphia Store 


PHILADELPHIA, Pa. — Maurice Spec- 
tor, president of The Blum Store, here, 





J. LEON TOURO 


has announced that the firm’s shoe de- 


partment has been leased to Kays-New- 
port. 

Barney Kay, president of Kays-New- 
port, which operates stores and depart- 
ments in New England, stated that The 
Blum Store department will be oper- 
ated in a manner consistent with its 
reputation for quality merchandise at a 
high fashion level. 

Mr. Kay announced that the new de- 
partment will be under the personal 
management of J. Leon Touro, who 
comes to his new post from the Del- 
man shoe department of Bergdorf- 
Goodman in New York. 

Plans have been already formulated 
for the remodeling of the department, 
which, when completed, will include a 
custom salon devoted to high-grade 
lines and a debutante department, fea- 
turing the more popular priced groups. 
Plans also have been made to feature 
casual and sport types of shoes in a 
separate department. 
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Neus of the Silesmtht and Supliers 


British Shoe Executives Will 
Visit U. S. Shoe Market 


New York—G. S. Watson and A. H. 
Butlin, directors of J. Sears & Company 
(True-Form Boot Company), Ltd., of 





G. S$. WATSON 


Northampton, England, will arrive in 
tne United States aboard the “Maure- 
tania” on September 30th, according to 
plan. The two men, during their three 
weeks’ stay here, will survey the Ameri- 
can shoe market. 





A. H. BUTLIN 


J. Sears & Company was founded in 
1895 and controls two factories in 


Northampton, one each in Kettering, 


Leicester and St. Albans, with a com- 
bined output of 65,000 pairs per week. 
With its subsidiary company, Freeman, 
Hardy & Willis, Ltd., the company con- 
trols 800 retail shoe shops in Great 
Britain and Ireland. It is considered 
the largest manufacturer and retailer 
of footwear in the British Isles. 
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Appointed Sales Manager 
For Derman Shoe Co. 


Cuicaco, Int. — Jack Raymond has 
been appointed sales manager, by Harry 
Engleman, of the Derman Shoe Com- 
pany, of Milford, Mass., to cover the 
South, Middle West and the West Coast. 
Mr. Raymond’s office will be located at 
209 S. State street. 

Mr. Raymond is well known to the 
large buying units, and will give the 
company a closer bond between them 
and the factory for interpretation of 
new ideas in materials, patterns and 
lasts in women’s shoes in flats and dress 
types. 





Large Promotion Set 
For Dr. Scholl Week 


New York—The full-scale promotion 
behind Dr. Scholl’s 3ist Annual Foot 
Comfort Week will be held from June 21 
to June 28, it has been announced. 

This year the promotion week will be 
backed by another advertising campaign 
which will be touched off with a full 
page in the June 2ist issue of the 
Saturday Evening Post, backed up by 
other timely ads in more than 50 na- 
tional magazines and 450 daily and Sun- 
day newspapers. In addition, there has 
been made available a twelve-piece win- 
dow trim, 


Joins Sales Force 
Of Cincinnati Firm 
CINCINNATI, O.—Ben Samelson has 


joined the sales organization of the 
Longini Shoe Mfg. Company, here, to 





BEN SAMELSON 


act as sales representative on the Pa- 
cific Coast, with headquarters in room 
1202, Haas Building, Los Angeles. 

Formerly, Mr. Samelson was a buyer 
for Hens & Kelly, in Buffalo, N. Y., 
and previous to that a buyer of 
women’s shoes at Mandel Brothers, 
Chicago. 





U. S. Shoe Holds Sales Conference 





CINCINNATI, O.—Shown at a recest semi-enaual sales conference af the Lesen- 
tiville Country Ciub here, the sales and execetive personnel of the United States 


Shoe Corporation are: (Standing, left te right) A. 


T. Weodwerd, Nathan Stix, 


E. M. Deniels, Joseph S$. Stern, A. B. Cohen, C. H. Butier, J. J. Smith, Jr., R. J. 
Kremer; (Seated at left, front to rear) William H. Groefe, Howard Phillips, Fay 
Schooler, Harry Donnelly, T. A. Starkey, Robert $. Woodward, J. L. Rau, Frank 
Quina, D. E. Kessler, Virginia Duffy, James Salinger, C. F. Hardy, R. Nolan {Allied 
Stores}; (Seated af right, front to rear) Edwin Schaia, Cheries Schwartzman, 
Williem Byrnes, Jr., Robert D. Stern, Casper Lane, Goodman Yorkin, William H. 
Byrnes, Grace Carson Williams, Leo Porges, Wy Thomas, W. Z. Burkhart, H. S$. Lenz, 
Joe Stetten [May Compony, Los Angeles), and J. R. McNeirney. 
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Start Profit-Sharing, 
Cost-of-Living Plans 





Colonial Tanning Co., Shares 
$50,000 With 100 Employees; 
Starts Plan for Monthly Wage 

Change According to Cost 
of Living 





Edward Goldfarb (left) presenting a 

check to William Bond { }, at the 

Profit Sharing Dinner of the Colonial Tan- 
ning Company, Inc. 


Boston, Mass.—Approximately $50,- 
000 was distributed to the Boston em- 
ployees of the Colonial Tanning Com- 
pany, 207 South street, at a dinner 
meeting held recently at the Parker 
House. 

This meeting marked the inaugura- 
tion of the company’s new profit shar- 
ing plan, with the distribution of a per- 
centage of the company’s profits for 
the six months ending February 28th, 
1947 to more than a hundred employees. 


Officers of the company, directors, 
stockholders and those employees who 
have specific profit sharing agreements 
with the company do not participate 
in the distribution under this new plan. 

“Profit sharing is a basic part of 
this company’s business philosophy,” 
said Joseph Kaplan, president of the 
Colonial Tanning Company, in making 
the announcement. “It is not intended 
merely as a means of giving additional 
compensation to its employees, but 
rather as a means of permitting its 
employees to share in their own pro- 
ductivity and in the business which 
is being built up, at the same time that 
the company itself is growing. . 

Another plan, which was received en- 
thusiastically by the employees, was 
also announced. Under this plan the 
company will adjust each employee’s 
wages monthly to cover fluctuations in 
the cost of living. Beginning with May 
1, 1947, the company will adjust all 
Boston employee’s salaries for each 
month exactly in accordance with the 
official Consumers’ Cost of Living Index 
figures published by the United States 
Government, Bureau of Labor Statis- 
ties, for the city of Boston. 


Bowen Made Vice-President 


Of Sons Shoe Company 


BoNNE TERRE, Mo. — Robert Bowen 
was elected a member of the Board of 
Directors and vice-president of the Sons 
Shoe Company here, it was announced 
recently. 

Mr. Bowen was formerly associated 
with the International Shoe Company 
for 20 years, and also with the Moran 
Shoe Company. 





Made Account Executive 


Of Boston Agency 


Boston, Mass.—Sidney Dunne has 
joined the staff of Hirshon-Garfield 
advertising agency, here, as an account 
executive. Mr. Dunne is well-known in 
Boston, having been prominent in busi- 
ness circles since his graduation from 
Harvard in 1921. 

He has directed the advertising for 





SIDNEY DUNNE 


nationally famous manufacturers and 
distributors, department stores, ready- 
to-wear specialty shops, shoes and al- 
lied industries, furniture and food 
chains. He was also active in the 
newspaper field. 

Mr. Dunne and his wife, Syd, reside 
at 10 Hammondswood Road, Chestnut 
Hill, Mass. His son, Arnold, is a stu- 
dent at Harvard College, Class of ’48. 





Parrott Made Salesman 
For Brown Company 


New YorK.—Brown Company, manu- 
facturers of insoling and other prod- 
ucts, has announced that Bill Parrott 
has taken up his duties as sales repre- 
sentative in the New York territory, 
covering the states of Maryland, Penn- 
sylvania, and Virginia. 

Mr. Parrott’s twenty years in the 
shoe industry have given him a thor- 
ough background of experience and ac- 
quaintanceship with manufacturers, 
jobbers and retailers. He is the son of 
the well-known George Parrott, who 
has devoted a lifetime to the shoe busi- 
ness in Boston. 





Named Field Sales Manager 


FARMINGTON, Mo.—Dan Honig, Jr., 
who recently joined the Trimfoot Com- 
pany of Farmington, Missouri, has 
been named field sales manager of 
Trimfoot’s Shoe Division, according to 
J. B. Reinhart, Jr., president of the or- 
ganization. 





DAN HONIG, JR. 


Mr. Honig will serve as a direct liai- 
son man between the Farmington Of- 
fice and field representatives of the 
company. Mr. Honig is well known 
among retailers of children’s shoes, 
having served in sales and managerial 
posts with several leading manufac- 
turers. 





Named Western Salesman 


Los ANGELES, CAL.—George Rule, Jr., 
formerly with Joy Shoemakers, St. 
Louis, has been named representative 
for Tober-Saifer, St. Louis. He will 
handle their Victoria Cross line. 





GEORGE RULE, JR. 


Rule’s territory will include Cali- 
fornia, Nevada, and Oregon, and he will 
make his headquarters in the Haas 
Building. 


Granted Building Permit 


BuFFALO, N. Y.—Douglas Shoe Corp., 
359 Main St., has been granted a build- 
ing permit for a $1,000 alteration. 
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RIDING BOOTS and 
JODHPURS 


$5.00 


LADIES’ 
BROWN ONLY 
SIZES 4-9 
C WIDTH 










No. 3835 


$3.65 


BROWN ONLY 
SIZES 4-9 
C WIDTH 


No. 824 


RUBBER SOLE ~ 
STITCHDOWN CONSTRUCTION 








ARNOFF SHOE CO.,INC., 101 Duane S$t..N.Y.C 








OFFICE COATS 





Office and Shop Coats in All Fabrics 


and Colors. 
ALSO 
AND AUXILIARY UNIFORMS 


OFFICE COATS | 


AMERICAN LEGION 


148 E. 33 St. LE2-7052 W. Y. 16, N.Y. 














PRICE TICKETS 








PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 
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20? Se. STATE ST. CHICAGO 4 
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HARRY L. Du BRIN UNIFORM Co. | ° 


Receives Award for 
Twenty-Five Years’ Service 


BattTrmore, Mp.—Charles Shipley, 
Sr., representative for D. Myers & Sons 
in Pennsylvania, Maryland and Vir- 


wry 


lel 





WORK SHOES 


PILOT 


Work Shoes 
At New Low Prices 





in making the presentation of a watch 
to Charles Shipley, Sr. (lefti, for 25 
years of service, Elkan Myers, president 
of D. Myers & Sons, Inc., said: “Charlie 
Shipley's . . . complete reliability, un- 
questioned integrity and conscientious 
devotion to his job hes set an unforget- 
table example.” 


ginia, was recently honored at the com- 
pany’s general offices, here, for “25 
years of loyal and valuable service.” 
The occasion was marked by the pre- 
sentation to Mr. Shipley of a gold 
watch by Elkan Myers, president, and 
a 25-year Service Emblem by Elkan 
Reis, sales manager. 

Mr. Shipley, 51, entered the organ- 
ization in 1922 as a stock clerk. 


Immediate Delivery from Steck 
any quentity—ony size runs 
Brown, Plump, Smooth Split Leather 
Uppers 
“Armortred Cord Wear,” One Piece 
Molded Rubber Sole and Welting 


© Nailed Construction 
*® Reinforced At All Points of Weer 
4 Boy’ iz 14 $2.30 
2a“ Gent's sizes 10-13% $2.00 
The 
PILOT SHOE CO. 
31 Hopkias Plece 
Baltimore 1, Md. 





South American Visitors 


In Ohio 


Honest-made sinee |808 








SANDALS 








SMOOTH ELK LEATHER 
Retan Leather 
Soles 






Colors: BROWN, RED, WHITE 
Sizes: 5-12 $1.65 — 12'/-3 $1.75 


No. 6—Some os above with Serviceable, 
Brown Rubber Soles. 
Sizes: 612 $1.55 — 12,3 $1 
Pocked 36 pairs te case 
Minimem Orders—!8 pairs 
Terms: Met 16 deys F.0.8. H. Y. 
ALLIED FOOTWEAR CO. 
154 Duane Street New York 13, N. Y. 





Fall weather of South America to the 

Spring of Obie, U.S.A., in a liaison ca- | 
pocity, cre Senor Jose A. Minici (left), | 
of Rafael Minici ¢ Hijo, Buenos Aires, | 
Argentina, whose firm monefactures sev- | 

















Me 


MOC VAMPS 


i lian el 


NEX.. 


TURNOVER 





~~ mrmee 


os 





for 


Moc Vamp 
ONE STRAP 


ee SBM 


White Elk with 
White Elk platform and 


STOCK 


* 
SHOE COMPANY 


IMMEDIATE DELIVERY 
>. 





li i ied 





~~ 


MEN'S SHOES 


- —~r 








<7 





WL COuGiAS FENCE CO. BROCKTON 1S. mass 


New York Offices, 508-410 Marbridge Bldg. New York |.N Y 


‘West Coast Offices, 401-402 Haas Bidg. Los Angetes 14.Calt | 








Made Production Manager 
Of J. M. Reilly Agency 


Boston, Mass.—John E. Mansfield 
has been appointed production manager 
of the J. M. Reilly Company, advertis- 





JOHN E. MANSFIELD 


ing agency here, it was announced re- 
cently. 

Mr. Mansfield has been associated for 
the last several years with Coremus & 
Company and has experience in news- 
paper work and commercial printing. 
He is a charter member of the National 
Graphic Arts Educational Association 
and author of “Everyday Arithmetic for 
Printers.” He has also lectured on ad- 
vertising production under the sponsor- 
ship of the Advertising Club of Boston. 


Dunn & McCarthy Raise Pay 


AUBURN, N. Y.—Dunn & McCarthy, 
Ine., recently announced to its em- 





ployees in the Auburn, Binghamton and 
Greene, N. Y., factories that 10 per cent 
would be added to usual piecework 
earnings, starting with work perform- 
ed Monday, May 19. The 15¢ per hour 
given last year will be added to this 
total as before. Day workers with more 
than 12 weeks service will figure their 
earnings and add 10 per cent. A new 
schedule is being worked out for office 
employees. 

This increase is in line with others 
currently being given in the industry 
and in the community. 


Announce Heavy Fall 
Ad Program 


New YorK—The Marion Shoe Division 
has announced an exceptionally heavy 


consumer campaign for Fall men’s 
shoes. 
With regular insertions of space 


units ranging up to full pages in color 
in 17 magazines and 23 newspapers, 
the campaign is backed up with trade 
advertising in 5 trade publications as 
well as a complete dealer help pregram. 


Canadian Leather Output 
For March Declines 


MONTREAL, CANADA. — Production of 
leather footwear in Canada in March 
amounted to 3,456,000 pairs, compared 
with 3,290,531 the previous month and 
4,019,660 in March, 1946, the Dominion 
Bureau of Statistics reported recently. 
In the first quarter of 1947, 9,887,786 
pairs were produced, compared with 
10,916,908 in the similar period of 1946. 








Sales Organization Attends Conference 
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Middieboro, Mass.—Gathered in conference in the Plymouth Shoe Company's 
sales room, here, are the following members of the firm's sales organization: 
(standing) Mr. Brown, Mr. Murphy, Bob Pizer, Felix Goldstein; {seated} Walter 
Schuerman, Bob Austin, Pearly Randall, Clinton Hitz, Bob Goldstein, president of 
the Plymouth Shoe Company, Trenton Ennis, E. H. Lewis and Bob Schuerman. 
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WOMEN'S CASUALS 








—_™ 


HAITI SANDALS 


Fascinating, Captivating, Exciting 






For Completing 
Feminine Ensembles 
Now in Vogee 

Lot B-405!, Natural Sisal 

Lot B-4053, Red Sisal 

Lot B-4054, Green Sisal 
Lot B-4055, Brown Sisal 
Lot B-4057, Yellow Sisal 


$465 pr. Net F.08. BALT. 
Women's Sizes 3-8. Each Pair Boxed 


P. H. VOLK & Company | 


2-4 W. Lombard St. Baltimore 1, Md. 
importers & Distribsetors 
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FOOT SOCKS 


LYCO Foot Socks 


Snug Fit 
Prevents Irritation 
Protects Hose 








— 








GRADES: *Celancse 
“Res. U.S. Pat. Office { 


Rayon ...$2.75 per Gon. pairs | | 
Cotten ... 1.80 per Gos. pairs 
SIZES: 8% te 11. 

PACKING: Individual dozen bexes also Colorful 
and attractive COUNTER DISPLAY (as ilustrated 
above, 6 dozen assorted, sizes 8% te 11). 

Write for Samples also HOSIERY FORM Information 


LYONS & COMPANY 
Quality Shoe Store Supplies Since 1900 
120 DUANE STREET NEW YORK 7, WN. Y. 
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Shoe Co.’s Tannery Workers 
Seek Ouster of CIO for AFL 


ENnpicott, N. Y.—A group of Endi- 
cott Johnson Corp. tannery employees 
is seeking to organize an American 
Federation of Labor union. At a re- 
cent meeting in Knights of Columbus 
Hall here, a number of tannery work- 
ers voted to petition the State Council 
of the AFL for a charter. 

Members of the International Fur 
and Leather Workers Union, CIO, as 
well as unaffiliated workers are said to 
be interested in forming the new union. 
The CIO union has a membership of 
1,700 among the 1,900 tannery work- 
ers. 

This is the first time since its defeat 
in a bargaining election in 1940 that 
an AFL union has sought to represent 
Endicott Johnson Corp. employees. One 
reason for establishment of an AFL 
local is believed to be the desire of cer- 
tain CIO members to sever their con- 
nection with that body because of its 
reputed Communist connections. Re- 
cently a number of tannery workers 
signed a statement that “we, the under- 
signed, do not want to be represented 
by a Communist-dominated union.” 





Made Sales Director of 
Children’s Line of Hosiery 
Cuicaco, Itt.—David Michael, well 


known in the children’s hosiery indus- - 


try, has become associated with Schnei- 
der, Battinus & Simon, Inc., as stylist 
end director of sales for children’s 
hosiery. 

Mr. Michael, who for the last year 
and one half operated his own firm, The 
David Michael Company, has joined 
forces with Schneider, Battinus & 
Simon, Inc., to develop and promote a 
highly specialized branded children’s 
line. 


Display Company Moves 
Canton, O.—Old King Cole Displays, 
Inc., builders of sculptured papier 
mache and plastic creations, has an- 
nounced their scheduled expansion 
move to ny quarters at Louisville, 
Ohio, suburb*’of Canton. Actual moving 
will be completed late in July but mail- 
ing address will remain Canton, Ohio. 





Canadian SMA Head Joins 


Wholesale Company 


MONTREAL, CANADA.—Louis Daoust, 
past president of the Shoe Manufactur- 
ers’ Association of Canada and former 
Wartime Prices and Trade Board foot- 
wear administrator, has been named 
president and general manager of 
Daoust, Lalonde and Co., Ltd., whole- 
sale footwear. Mr. Daoust succeeds his 
father, who died last year and who 
founded the company 56 years ago, and 
has. been vice-president of the company 
for many years. 
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TENNIS SHOES 








Heavy Canvas, Lace-to-Toe, Side 
Straps and Toe Cap, Ankle Patch, 
Bumper Toe, in Black and Brown. 


Youths’ 11-2 $1.35 
Boys’ 21/,-6 1.45 
Men's 642-11 1.55 





Heavy Canvas, Lace-to-Toe, Foxing 
to Edge of Sole and Toe Cap — in 
Black and Brown. 


Youths’ 11-2 $1.15 
Boys’ 22-6 1.25 
Men's 6Y,-11 1.35 





Heavy Canvas, Lace-to-Toe, No Cap. 

Brown Only and Solid Sizes. 
Youths’ 1l-1 
Boys’ 2-6 


$1.10 
1.20 





White Canvas OXFORDS with Red, 
Blue or Brown Soles, with Binding to 
Match. Also in the same colors with 
Saddles. 


Childs’ 8-12 $1.05 
Misses’ 13-3 115 
Women's 4-9 1.30 


Terms: NET 10 days. F.O.B. N. Y. C. 


MANDEL SHOE CO. 


76 Reade Street New York 7. N. Y. 
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IN STOCK 
FOR PROMPT 
DELIVERY 


J. M. CONNELL 
| SHOE CO. y/ 5 
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MEN'S SANDALS 


STOCK 


CHICAGO 
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They're looking for this for Summer Wear! | 


Men's BILLCO Breezer 


Brown Saddle Leather upper; Longlife 
Panolene sole: Rubber 
heel; Leather re- , 
Inforced closed 










Buckle 





AP) 
packed 24 pair cases vo—o 
specify sizes wanted 

No. 4214 
Full sizes: Lon 
6 to 12 Re 


immediate Delivery * 2%-10-Net-30* FOB Chicago ' 


Casuals + Sport Shoes + Slippers 


WILLIAM COHAN 


COMPANY 





Ask for Manufacturer 
Control Over Retail Prices 


Gary, INp.—“As a substitute for the 
Newburyport and other experiments 
for stopping inflation,” the American 
Fair Trade Council has recommended 
that “all trade-marked or otherwise 
identified consumer products be brougat 
at once under Fair Trade, as author- 
ized by the Miller-Tydings Federal En- 
abling Act.” The Council is a nation- 
wide organization of manufacturers of 
branded consumer products. 

John W. Anderson, president of the 
Council, asserted at its administrative 
headquarters here today, “The most 
effective action for the protection of 
the consumer against unreasonably 
high prices would be to strengthen 
Fair Trade laws to require that all 
manufacturers of qualified trade- 
marked consumer products determine 
both the wholesale and retail prices at 
which those products must be sold. 
Present Fair Trade laws merely per- 
mit—do not require—such action. Man- 
ufacturers have most to lose. by ex- 
orbitant pricing of their products. Ex- 
orbitant pricing destroys sales. With- 
out sales the manufacturer’s heavy in- 
vestment in buildings, machinery and 
other facilities becomes worthless. The 
45 States having Fair Trade laws 
therefore wisely have relied upon the 
manufacturer of branded products. 





Buy Leather Tools 


WASHINGTQN—Nearly 3,000 tools for 
making leather goods were purchased 
by the Veterans Administration, through 
sealed bids, for patients, in VA hospi- 
tals and homes. 








Boston Shoe Men Give Shoes to Koreans 





NEW YORK—Presenting a token armful of a shipment of girls’ shoes to Miss 


Louise Yim (center), president of the Korean Girls College and chairman of the 


Democratic National Women's party in Korea, for distribution among her shoe- 
needy students, is Jack Sandler (right), president of Sandier of Boston and direc- 
tor of the Boston Boot and Shoe Club (in whose name the gift was made). Yun Bok 


Suh (left) record-breaking 


winner of the Boston Marathon on April 19th, who with 


his teammates had his trip to the United States financed by G. |. occupation troops 
in Korea, looks on with pride and approval. 

Miss Yim is in the United States as a semi-delegate to the United Nations and 
emissary of good will. 
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FLEXIBLE 





NO 
WASTE SPACE 
WITH THIS GENERAL DISPLAYER 
No. H120 3 crystal-clear plate glass tiers 
| supported by beautiful Lucite uprights 
%” diameter. Total height 34°, width 


|] tween “ers 1434". Price $99.50 
HECHT FIXTURE CO. 


Complete ..cccccccccccces 
212 S. Franklin i st Chicago, Hil. 
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i Men’s Steel Toe Safety Shoes 
| Men's Popular Priced Work Shoes 


Union Made 


| GOODWILL SHOE COMPANY 
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Two International Plants to 
Have Formal Opening in June 


Batp KNos, ARK.—The building to 
house the plant of the International 
Shoe Company here, has been com- 
pleted and machinery moved into the 
building. The new building cost ap- 
proximately $150,000, and was erected 
by the Bald Knob Industrial Develop- 
ment Corporation. 

Formal opening of the plant in Bald 
Knob, will be held in June, when a 
similar plant, located at Searcy, Ark., 
will hold its formal opening. 
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MERCHANTS’ NEEDS 








Fischer Self Adjusting Buniou 
Protector 

Relieves Pressure on Bunion, Pre- 

tects Entargec Joints. Preserves 

Shape of Shee. Hides Deformity. 

Ask Your Shoe Findings 
Jobber 


Est. over 40 years 
THE FISCHER MFG. CO. 
Milwaukee (1. Wis. 











NYLON HOSIERY 


FINE GAUGE. REAL SHEER. 
GENUINE FIRST QUALITY 
$12.50 per dozen. 

1 WEEK DELIVERY 


ALSO SELECTED IRREGULARS 
NYLONS $8.00 PER DOZ. 
SECONDS $6.00 PER DOZ. 


RAYONS, SLIGHT SECONDS 
$3.00 per doz. 


Magnolia Hosiery Company 


217 Church St. Phila. 6, Pa. 








NEW AND IMPROVED 





$5°°° Pouy Cup 
GROSS for Price Tickets 
$9.75 : 
HALF GROSS 
_THTS AT 
ANY ANGLE 
M. D. POLLINGER CO. 
HOLLAND BLDG. ST. LOUIS, MO. 
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NEWSPAPER. ADVERTISING 


ond to be definitely in a position te 
business development 
ideas. 
* 


VINCENT EDWARDS & CO 
World's largest odvertising service 
. organization 


342 Madison Avenue, New York City 














Forms Southern Subsidiary 


Tanning Company 

Worcester, Mass.—Arthur A. Wil- 
liams, president of Graton & Knight 
Company, here, has announced the 
formation of the Dixie Leather Cor- 
poration, a subsidiary of Graton & 
Knight Company. A 100-acre tract of 
land has been secured at Albany, 
Georgia on the bank of the Flint River 
where a modern, air-conditioned tan- 
nery will be erected. All manufac- 
turing operations will be confined to 
a one-floor level in a plant equipped 
with the most modern up-to-date ma- 
chinery available. 

The Dixie Leather Corporation will 
be under the management of David S. 
Williams, son of Arthur A. Williams, 
and vice-president and director of 
Graton & Knight Company. The plant 
will manufacture various leathers in- 
cluding textile and belt leathers. It 
will also manufacture bags, novelties, 
and other leather goods. 
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Named Western Salesman 
For Tober-Saifer 


Los ANGELES, CAL.—Jack W. -Cooke 
was recently named representative for 
the Jolene Division, Tober-Saifer Shoe 
Manufacturing Company, St. Louis, 
covering the California, Oregon, and 
Nevada territory. He will have head- 
quarters in the Haas Bldg., Room 516. 
Cooke was formerly with the Pacific 
Sales Co., Los Angeles. 


Matt Condon Entertains 
Suppliers’ Representatives 

Avucusta, Ga.—During the Augusta 
Shoe Fair, Matthew A. Condon, owner 
of Jas. F. Condon & Sons, department 
store in Charleston, S. C., celebrated 
his birthday and gave a dinner party 
for representatives of his suppliers. 

The party was held on Wednesday, 
May 14, in the Terrace Room of the 
Sheraton Bon Air Hotel in Augusta. 
As usual, Mr. Condon was the perfect 
host and life of the party. 

In addition to Matt A. Condon, the 
host, were present his son, James Con- 
don and W. I. Cormier, shoe buyer. The 
guests were: Ray Reid, Selby Arch Pre- 
server Division; John Thrash, Selby 
Styl-Eez Division; Mr. and Mrs. Robert 
Kibler, Selby Tru-Poise Division; Mr. 
and Mrs. L.C. Turner, of George E. Keith 
Company; Horace Baker, George E. 
Keith Company; Walter Baker, Chas. 
A. Eaton Company; Messrs. William 
Bultman and Tom Bean, Virginia Shoe 
Company; Mr. and Mrs. Roy German, 
Buster Brown Division, Brown Shoe 
Company; Bob Feagle, United Men’s 
Division, Brown Shoe Company; Mr. 
and Mrs. Frank Stevens, J. P. Smith 
Company; Arthur A. Hammond, Adams 
Brothers; Raleigh Morrisette, Simplex 
Shoe Mfg. Company; Mr. and Mrs. Sam 
Greene, Bourbeuse Shoe Company; 
Dave Cutler, Johansen Brothers Shoe 
Company, and Gene Langkof, Tweedie 
Footwear Corporation. 
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SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 














DAVID BROWN SHOE CO. 
BALTIMORE, MARYLAND 


Desires Salesmen who want to earn real money for the ter- 
ritories of: Ohio, Indiana, Michigan, Louisiana, Arkansas 
and Southwest Mississippi to sell our very popular priced 
line exclusively, consisting of: Men's and Boys’ Dress Shoes; 
Men's and Boys’ Work Shoes; Children's Shoes and Boots; 
Women's Oxfords. Complete and finest line of Men's Na- 
eo & advertised Casuals. Men's, Women's and Children's 
San 


State your age—Traveling experiences—previous lines car- 
ried—all inquiries kept confidential. Be prepared for inter- 
view at our expense. 


Write General Sales Manager 


num VELEZ 


807 East Baltimore Street Baltimore, Md. 








OUTSTANDING LINE OF GROWING GIRLS’ WELTS—Populer price— 
IN STOCK—Open to salesmen with non-conflicting line now actively 
covering their territory.. State age, line now selling, territory covered. 
All replies confidential. Commission basis. 
Address: Box #816, care of Boot and Shoe Recorder 
10 High Street, Boston 10, Mass. 








UNUSUAL OPPORTUNITY 
FOR HIGH TYPE SALESMEN 


New England, West Coast, North West territories open for the 
right men to sell a beautiful line of Women’s Style Shoes retail- 
ing from $8.95 to $12.95, backed by a tremendous national adver- 
tising campaign. Applicants must be well-acquainted with the 
— accounts in their territory. Kindly give full details first 
etter. 


Address Box 845, core BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














| 
| 


OPPORTUNITY FOR 
EXPERIENCED 
SHOE SALESMEN 

IN THESE TERRITO 


Virginia and West es 
Kentucky and Tennessee 


Georgia Arkansas 
Florida lowa 

Alabama Illinois 
Mississippi Nebraska 

We are manufacturers of Misses’, 


Children’s, Growing Girls’ and Boys’ 
Shoes in Welt Stitched McKay and 
Goodyear Welt construction to retail 
from $4 to $6.50. Most styles carried 
in stock, Write giving full details of 
experience. 


Address 813, care BOOT & SHOE pasegecs 
100 East 42nd Street, New York 17, 








SHOE SALESMEN 
WITH GOOD FOLLOWING 


Play 
from factory. Full time, 
on commission basis; Excellent line of 
fast-selling styles. Can be handled ex- 
clusively or on non-conflicting basis. 
Write giving age, experience, territory 
coverage and references. 

All replies will be held strictly confidential 
Lay 3 care BOOT & SHOE RECORDER 
10 High Street, Besten 10, Mass. 











HOW WOULD YOU LIKE 10 
REPRESENT A COMPANY 


i—manufacturing a nationally known 
Rubber Footwear line—accepted 
as the leader in its field. 
2—with a reputation for fair dealing, 
integrity, honest values. 
3—with a line backed by national ad- 
vertising— has been advertised 
longer than any other brand of 
Rubber Footwear. 
4—expanding its Line of new and 
staple items, offering a long range 
opportunity for young men with 
retail footwear experience. 
Write in confidence outlining experience 
end qualifications to — 
SALES PERSONNEL MANAGER 
Sex 771, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, M. Y. 











CLASSIFIED ADVERTISING RATES 


xno rate for undisplayed classified sqvertisinn to 10 cents a word under any of our classified headings. Minimum rate is $1.80 


insertion. be @ box — is 
atthe. ws verdaion © is ble i one Send check order with 
a n mM advance. or mon 
advertising except or regular advertisers on contract. ays 
ll displayed or boxed In classified 


The rate for all 


Seerecpad we Shy of cur eliess, 1 words must be added fer thle and ehareed 
mame and address is used, cous’ cash ward (etrect Gummer fo one werd) G8 werd 
your copy. No accounts are opened for 


advertisements is $7.00 an Inch with a maximum of 46 words per Inch. 


= Advertisements for this page mast be in our New York Office 10 days preceding publication date = 
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SALESMAN WANTED 


SALESMAN WANTED 


SALESMAN WANTED 














on an in stock basis. 


shipments. 





SALESMAN 


| We want men who can cover New Mexico, Colorado, Utah, Wyoming, Idaho, Mon- 
tana, California, Louisiana, Kentucky, Tennessee, Michigan, Missouri, Oklahoma, 
Oregon and Texas on a very strong line of Men’s Goodyear Welts to sell at $6.50 
We want only men known to the trade and will consider 
salesmen who have one other line if it does not conflict. 5% commission on all 


Address Box No. 841, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 





a 











Here Is An 
OUTSTANDING 
OPPORTUNITY 


For 4 WIDEAWAKE Solesmen to Capi- 
talize on the Opportunity to sell our 
genera! Line of Better Grade Footwear, 
featuring our Fine, Nationally Trode- 
Marked Children's Shoes. Territory for 
one Salesman in CALIFORNIA, one in 


ILLINOIS ond INDIANA, one for 
MICHIGAN and OHIO and one for 
MINNESOTA, IOWA, NORTH and 


SOUTH DAKOTA. 


If you have the following, we hove the 

shoes, which will make for a very good 

income for you. 

Please furnish full details which will be 

held confidential. 

Address Box 836, care BOOT & SHOE papeaees 
100 East 42nd Street, New York 17, 


WANTED 


Aggressive Salesmen, Experienced 
Men to sell our Line of Shoes, Slip- 
pers and Casuais for Men, Women 
and Children 


Following territories available 


Oklahoma Maryland 
Kansas Minnesota 
Kentucky Nebraska 
Georgia North Dakota 
Florida South Dakota 
Iowa Indiana 
Delaware Pennsylvania 
Wisconsin 


Write giving full details of experi- 
ence 
Sideline Men Acceptable 


GERDA FOOTWEAR CO., inc. 


158 Duane St. New York 13, N. Y. 








SALESMEN WANTED— 


to sell manufacturers in stock line of 
| CHILDREN, GROWING 
S AND WOMEN'S 
WELTS 
State territory you cover, age, 
and present line now selling. 


Address 695, care BOOT & SHOE . > om 
100 East 42nd St., New York 17, H. Y 











Teay ELING SHOE SALESMEN WANTED 

Wholesale House Selling Popular Priced 
Wansen's Novelty Sport Oxfords and 
Shoes. Established territories; full time or side 
line. Commission weekly. Address: Box #810, 
care of Boot and Shoe Recorder, 1221 Lecust 
Street, St. Louis 3, Mo. 


SALESMEN WANTED 


LEADING WHOLESALER, WITH 
BRANDED LINES OF MEN'S, BOYS’, 
WOMEN'S AND CHILDREN'S SHOES, 
ALSO WELL KNOWN BRANDS OF 
RUBBER FOOTWEAR AND TENNIS, 
HAS OPENINGS IN ALL TERRITORIES 
FOR MEN WITH FOLLOWING WHO 
ARE ACCUSTOMED TO MAKE BIG 
MONEY. WE CAN DELIVER. 


Address 822, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














EXPERIENCED SHOE MEN 


Established and Well-known ——— Firm 
ou in-stock _— 
end Teen-Age low Heel and AB --- 

Sport Shoes and slippers; Branded Lines in 
Medium and Popular Price Range. Hove 
established territories open for additional 
full time or side line Sclesmen with experience 
and following. Give full particulars, includ- 
ing . experience, line now carrying and 


WILLIAM COHAN COMPANY 
19 S. Wells St., Chicago 6. Ill. 














SALESMEN WANTED 


OUTSTANDING LINE OF HAND 
SEWN LOAFERS AND MOCCASINS, 
GOODYEAR WELT SPORT SHOES, 


AND ALLIED TYPES FOR MEN 
AND WOMEN. TERRITORIES 
OPEN FOR EXPERIENCED MEN 


FULL TIME OR SIDE LINE, GOOD 
COMMISSIONS. STATE EXPERI- 
ENCE AND REFERENCES IN DE- 
TAIL. 


Address Box 820, care BOOT & SHOE RECORDER 
10 High Street, Bester 16, Mass. 
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SALESMEN WANTED 


Ladies’ Novelties, Sports and Nationally Ad- 
vertised Children’s Shoes. Following terri- 
tories 


Michigan—Ohio—Western Pa. & Va.— 
Indiana—Alabama & Louisiana—Okla. & 
Texas—So. -— & Ga. - 

Write fully, specify territery covered 
MIDLAND SHOE CORP., 157 Duane St., N.Y.C. 13 








PLASTICS 


Nationally Known Plastic Firm has open'ne for 
Sales Representative to cover manufacturing trade. 
The possibilities of Plastics are unlimited in cre 
ating new applications by the extrusion wethed 
Can be handied as sideline. Should be an asset to 
your present line. Full sales cooperation available 


BOX 7059, 217 7th Avenue, N. ¥. C. + 











S ALESMEN WANTED for Men's, Women’s 
and Children’s Lines—Countrywide 4 


tation. Address #737, care 





Recorder, 100 East 42nd Street, New York 
17, N. ¥ 
ALES REPRESENTATIVE WANTED 


Neat, high grade man already handling other 
Lines selling direct to the smaller retailers to 
handle our clean, fast-selling Line of Shoe 
Trees. Need men for Philadelphia, Washing 
ton, Baltimore areas and entire h. Address 
2839, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 





yo. UME SALESMEN: We manufacture 
the Country's Outstanding Line of Padded 
Sole Felt Slippers for Men, Boys, Women, and 
Children. Embodied into our line are Novelty 
teatures never before found in any Felt Slipper 
line. It is a quality line, with ap i styles, 
priced right, and backed by 18 years honest 
dealings. We sell the volume trade only such as 
Jobbers, Mail Order, Chain, and large Depart- 
ment Stores. The Line can be carried as a non- 
conflicting side line or full time; “ey com 
mission basis. Exclusive territories. Full credit 
on reorders. We have three territories open— 
New England States, West Cus from Denver, 
West, and the entire South. ill consider only 
men with following in - og: io. Give 
full particulars regarding yourself including 
your age and limes carried. Address: L. F. 


Thompson, Sales Manager, Dolly Novelty Shoe 
Co., 503 North 12th Bivd., St. Louis 1, 
Missouri. 


SALESMAN WANTED to carry as Sideline 
direct from Manufacturer Women’s Novelty 
Soft _— Slippers for Middle Atlantic States 
and the South, on Commission basis. Address 
#834, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 








so AEE: | Carry As A ae 
Sole Slippers f Manufacturer 


territories open. FOOTEASE FOOTWEAR 
COMPANY, 187 Paterson Street, 
N. J. 
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SIDE LINE SALESMAN WTD. HELP WANTED | WANTED TO LEASE 


SIDELINE SALESMAN 
ee ee, FABRIC FOOTWEAR 
Department Stores to sell Manufac- 


Welts; ‘In-Stock Department: New PATTERN & DESIGN MAN, 30-40 




































































Engiand, North West, Middle and | 

South West territories open. 5% Com- With complete knowledge of pattern making and grading in California 

— 617, cre BOOT & SHOE RECORDER Process. Fabric footwear background helpful. Ability to work out style 

190 East 42nd Street, New Y MN. Y. | details, follow through on production and direct activities of others 
ied essential. 

HORT, EASY SELLING, COMPLETE | An excellent future with one of the largest manufacturers in the field 
S LINE RUBBER FOOTWEAR; Direct fac- expanding its fabric footwear business. Location midwest. 
Albena SMicieinh Chinn Vine’ Write in confidence giving complete information on past experience in 
Western Pennsylvania. Address #829, care first letter including salary requirements. Apply: 
EE ye lieeedietealiemnaen Address Box No. 846, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 

——_—_—_ OFFICE MANAGER 
salesmen ~~ Wony pe = Leadi Rubb Foot Whol ERATE SIZED CHAIN OF SHOE STORES 
eomgany. territeries Denver ord ecaing er rootwear ‘ole- AND LEASED DEPARTMENTS. HEADQUAR- 
oe | ta above ee ee y B saler offers opportunity for man ac- TERS IN LARGE OHIO CITY. 

TRAVELERS ASSOCIATES, ROOM 328. HAAS quainted with Rubber Buyers in all 
BL0G., 219 WEST SEVENTH STREET. Los territories, who can build up sales PREFERENCE WILL BE GIVEN MAN WITH 
ANGELES 14, CALIF. Saint : EXPERIENCE IN SIMILAR OPERATION. EX- 
organization and sell himself. We 
. . CELLENT OPPORTUNITY. REPLY IN STRICT 
have major lines in firsts, seconds 
and jobs. Also interested in Sales- CONFIDENCE STATING AGE, EXPERIENCE, 
wetly . senetasion PRESENT POSITION AND SALARY EXPECTED 
DO YOU NEED A YOUNG eee ee ee TO START. 
AMBITIOUS SALESMAN LAKESIDE SHOE CO. Address 818, care BOOT & SHOE RECORDER 
TO REPRESENT YOU? 1313 West 6th St. Cleveland 13, Ohio 100 East 42nd Street, New York 17, W. Y. 
Excellent experience with two leading 
ae Fy t- and Women’s W antEn: ene Ges ASS a= 
oes, e an ements. Familiar SIGN thoro y experienc or i- 
with New York territory but will go fornia and Cement Shoes. Good position for POSITION WANTED 
anywhere. Full knowledge of factory right man. Write experience fully. A 
and retail operations. | #828, care Boot & Shoe Recorder, 100 East 
| 42nd Street, New York 17, N. Y¥. 
Address 821, care BOOT & SHOE RECORDER 
| 





100 East 42nd Street, New York 17 XPERIENCED MANAGER FOR POPU- b ss 
' LAR PRICED FAMILY SHOE STORE | WOMEN’S SHOE | 




































































in Central Pennsylvania. Must be an excellent 
Seleomen and capable of ening wy ae | Manufacturers 
to sell. Address #824, care oot Shoe Retail 
MANUFACTURERS Recorder, 100 East 42nd Street, New York or ore 
ee eA | Are you striving to retain profits? I can 
} make it profitable for you from my experi- 
| |] SS somata peter pied ans a 
Experienced young Factory Shoe Salesman .LINE WANTED = See cf women + footwear. for either s 
jon. 
Wants factory Lines for Southern States — SS ee, 
Se 5 -Svath Paes Sak Neeet aeees, OUNG, EXPERIENCED SHOE SALES catie i pepe Tn emae Ge ten | 
| Ps . > a on roven. can 
Can offer excellent references, highest Ye AN wants contact with Nationally Known | references. Lat my experience bring you | 
integrity, aggressiveness, and intensive Manufacturer; Will settle anywhere; South | profits. 
personal coverage of every potential cus- | eastern States Preferred. Present sales record Address Box 833, care 
tomer. Will represent only top-grade, es- shows suuressieenen, —_ = — i Boor & sneer eecosorn ‘ 
ay , ing. Now employed. ress , car oot | 100 East 42nd Street, , w. Y. 
tablished lines. Factories interested shculd & Shoe Recorder, 100 East 42nd Street, New | i _ J 
be willing to advance moderate weekly York 17, N. ¥ 
drawing account against commissions. SMY AND NAVY SHOES Line Waned ey | 
Address Bex } } } S Line Wan ry 
100 East = 7 eee Sr eee ——- ~~» | for bray FLIGHT 
New Yor tate an ew England. ress x 
#826, care Boot & is og om 100 East TOP 
42nd Street, New York 17, N. Y. SHOE STORE MANAGER 
VOLUME SHOE SALESMAN RETAIL 
DESIRES POSITION AVAILABLE FOR WEST COAST 
Experienced volume shoe salesman wants POSITION WANTED 15 Years’ Experience and Education 
factory shoe line for distribution to vol- in Buying, Merchandising, Window 
ume trade. os goones ong wt = ray poy - gg ey Display, Personnel Management, etc., 
Address Bex p~t SHOE RECORDER School ° * 
100 East 42nd Street, New 17, N.Y. Married,” ‘Best characte Snotiter - = Business. aoe 27, for Boston Chain. Contacts with 
ences. Norman Baldwin, 552 Yoo, Street, Manufacturers and Jobbers. Attrec- 
DIRECT MANUFACTURER'S REPRE. Palo Alto, California, tive appearance, congenial disp 
SENTATIVE, Men’s, Women’s or Chil- tion; Age 35. 
dren’s Staple Line; Ne ae ane toy . 
Sian Stahl cybine: wy Chicage—Middiewest: | [POEDIT MAMACER ACCOUNTANT | | | Asin oa ce coor a sor neconoce 
Have office sass Se Shee Coster Due 100 East 42nd Street, New York (7, H. Y. 
ing. Address 835, care Boot & hoe Recorder, 2 Yours’ Gipertence, Shee Mig... Sporting 
209 So. State St., Chicago 4, a Cee, Nareoane, Lyne versed = 
cedure. Age 42; Veteran. Desires ND 
MAN, WIDELY U. D Met- Window TRIMMER — EFFICIENT A 
Sop Rees ten Yack oie, coho votes Lie. connection tion ‘with Manutocture —S. Jem CREATIVE — know how to merchandise 
e's Shoe be ae East os rect, N Adérese 823. care Boor & SHOE RECORDER Aad Poors care Boot & Sy Hg i06 
Tess > , 
You 7, ¥. ee 200 So. State St. Cilenge & MH. East 42nd Street, New York 17, N. Y. 
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POSITION WANTED 





WANTED TO PURCHASE 


WANTED TO PURCHASE 





REM SHOEMAN — THOROUGHLY 
EXPERIENCED—20 years; also expert 
Window dresser; Age 38. Excellent references. 
Address #843, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


FOR SALE 











WE SELL WOMEN'S 
FACTORY DAMAGED AND 
WORN SHOES, CASE LOTS. 
WRITE FOR SAMPLES 


Address 770, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York {7, N. Y. 








FOR SALE 


Fully Equipped Misses’ and Women's 
Welt Shoe Factory in Boston; 30-case 
capacity; experienced labor available; 
favorable labor conditions. 2700 Pair of 
new Lasts for Misses’ and Children's Welt 
Shoes. 2000 Pair of Women's Moccasin 
Lasts, Patents and Dies. The Lasts and 
Dies may be purchased separately 

STEINBERG & STEINBERG, Attorneys 

20 Pemberton Square, Boston 8, Mass. 











OMEN’S SHOE STORE in Maryland City, 

45,000, Established 14 years. Selling ac 
count il] health, Address #840, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 

ACTORY WILL SELL 5000 PAIR of Blue, 

Brown, and Burgundy Men’s Compo Opera 
Slippers; fully Leather Lined; good Leather 
Soles. Packed in regular 36 Pair Cases. Priced 
substantially below cost. Address #825, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


FOR LEASE 


LAs SPECIALTY SHOP, featuring 
Medium and Better Priced Items, in busy 
down town section of this City of 60,000 popu- 
lation—and rapidly growing—will Lease 1200 
Square Feet for Ladies’ Shoe rtment. 
teal opportunity for a good line. AGNES C 
WEBBER, 3808 E. Lake Road, Lorain, his. 


FUR TRIMMING 




















RABBIT FUR TRIMMING 
IN PASTEL SHADES 
FOR THE SLIPPER TRADE 
Write fer Quotations te 


NATIONAL FUR DYEING CO. 
447 S. Hewitt St., Los Angeles 13, Calif. 


BUSINESS OPPORTUNITY 


ANTED: REPUTABLE MANUFAC- 
TURER to develop, patent, manufacture 
and market an unpatented new type of ven- 
tilated sole for men’s Summer Shoes. aa 
search has not been made. 
quest. Small royalty required. W. 
437 East Main Street, Danville, x. 

















MOORE. 





WOMEN'S AND CHILDREN'S SHOE DEPART- 
MENT AVAILABLE IN OHIO WOMEN'S 
WEAR STORE DOING OVER ONE MILLION 
VOLUME. LINES UP TO $12.50. EXPERIENCED 
AND WELL FINANCED OPERATOR ONLY. 


Address 819, care BOOT & SHOE RECORDER 
100 East 42rd Street, New York 17, N. Y. 
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1215 Washington Avenve—St. Louis, Me. 


TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 


M. K. WEIL SHOE CO. 








Quality Shoes for Men, Women 
and Children 


79-81 READ STREET 





BARIS BUYS for CASH 


Screpulous Protection for your Name and Brand Since 1932 
BARIS SHOE CO., INC. 


e Shoe Stores 
Short Term Lecses Assumed 


NEW YORK 7, WN. Y. 











SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 
95 Reade St., New York 13, N. Y. 
FOREMOST SHOE BUYERS SINCE 1906 


SHOE STORE 


WANTED 


Women's Popular Price Shoe Store doing 
$75,000—$100,000 within a radius of 200 
miles around New York City. 


Address 795, came BOOT 8 OOS qgeaneee 
100 East 42nd Street, New York {7, N. Y. 








MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reede Street New York 7, N. Y. 
Teleshose: WOrth 2-888! 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 


SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 


New York City 
Phone BARCLAY 17-7887 





CASH PAID FOR 
SHOE STORES 





























wae TO BUY SHOE STORE, Geor- 

north Florida. Addrss #832, 
aot har be tet 0 en 42nd 
Street, New York 17, N. Y. 


V ETERAN WISHES TO BUY SHOE 
STORE. Desires location in Ohio or Penn- 
sylvania town. Family store preferred. Ad- 
dress #830, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y 








P. 0. BOX 805 


WE BUY SURPLUS STADIUM AND SUN VALLEY 
BOOTS. PRICE MUST BE LOW—WRITE ALL DE- 
TAILS CONCERNING QUANTITIES, SIZES AND TYPE. 


SYRACUSE, N. Y. 














WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
oft Shoes for Men, Women cand 


SHOES, INC. 
147 Duane Street, New York 7, NH. Y. 
Telephone: WOrth 2-454 











NTED TO PURCHASE SMALL PRE 
W Wet CHILDREN'S SHOE FACTORY 
i H letter. ‘Address Net et a care bona 
eaten 100 East 42nd Street, New 
York 17, N. Y. 





VETERAN _ WISHES TO 
FAMILY SHOE STORE in town of 1 


g 


or more, kcated Minnesota er 
lowa. Will 100% on Leong Lease 
i a Address 


rt 


desired, 
JAMES T. ARENZ, Box 683, La Crosse, 
consin. 


© 














THE SHOE OF TOMORROW 


bllen Edmonels 


AIMS TO GIVE YOU 
MORE SALES with these 


exclusive selling points 





> Allen Edmonds’ U-Turn Flexibility. 
- Allen Edmonds’ special Osteo-path-ik Nailess Construction. 
ee Allen Edmonds’ unique STOCK PLAN -.. cuts inventory, multiplies turn-over for more profits. 


SB Consistent national advertising—monthly in ESQUIRE, seasonally in 
TIME, NEWSWEEK, HOLIDAY. 


BW Cooperative Advertising— 
mat service, display material, 


booklets, etc. 


ALLEN EDMONDS 


BELGIUM, WISCONSIN 
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Bows, Inc. 


Ace ° oe 
Adiler-Jones Company ae lea 
Adrian, M. B., & Sons X-Ray Co 81 


Air-Tread Shoe Co. a 
Allen-Edmonds Shoe Co 


Allied Footwear Co. .....--- 111 
American Fixture Co. i See 97 
American Oak Leather Co. : 4 
American Shoe Co. ......-++«++++** 107 
American Shoemaking ....-------- 102 
Ariynn Shoe Co. ...... 89 
Arnoff Shoe Co., Inc. 111 
Avon Sole Company 6 
Barbour Welting Co. saat : 65 
Baris Shoe Company .....-. 107, 119 
Bass, G. H.., sake ® 6eees «> 90s da8 105 
Bates Shoe Company .......- 11 
Beckwith Mfg. Co. ......- 12 
Broitman-Gaffin Shoe Co. 119 
Bunny Products Co. 102 
Camitta, Sam, & Sons ....... 119 
Camitta Shoe Company .........-- 119 
Cannon Shoe Company ... aneaa + ae 
Castle Trimming Co. ...... cee 96 
Chesapeak Shoe Cor ..... so al died a ane. 
Chicago Shoe Market _........-- 90 
Cohan, Wm., Co. . 107, 114 
Colonial Tanning Co. ............ 22, 76 
Connell, J. M., Shoe Co. Kop 113 
Conjor Shoe Co. ...........- 107 
Curtis Shoe Co. .... joaetae vet 9 
Davis, B. M., & Associates .... 100 
a 6 baw gel i8 
Dewey & Almy Chemical Co. .... 59 
Douglas, W. L., Shoe Co. .. ..+ 63, 112 
DuBrin, Harry L., Uniform Co. 111 
i Uh iia ME a+. wcosasedhavas 122 
Evans, John R., & Co. 24, 25 
Fischer Mfg. Co. .... 115 
a SS aa ee 
Flynn, John, & Sons, Inc. .......... 98 
Fortune Shoes urns Pehebeadanbe 77 
Gallun, A. F., & Sons Corp. ...... 8 
General Shoe Corp. ane terééud ma Ee 
Gerberich-Payne Shoe Co.....Back Cover 
Gerda Footwear Co. we 38, 108 
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Ask also for 


KIWI DARK TAN 
TAN, LIGHT TAN, BROWN 
OX BLOOD & MAHOGANY 
For Patent Leather and all 
Colours of Glace Kid ask for 
KIWI Transparent (Neutral). 












KIWI BLACK 


The ORIGINAL English STAIN Shoe Polish 


/ts ENGLISH.. 
/t QUALITY.. 


(ts KIWI! 


** How’s the Navy, Al?” 

me how lucky we are in the U.S.to 
have so many luxuries at a price 
we can all afford — KIWI for 
instance ."’ 

‘KIWI? Oh that’s no luxury, Al 
...it's becoming the daily habit 
‘shining your own’ with KIWI, I 
sell more every week.” 

** I don’t doubt it, but if folk knew 
how hard it is to get a tin of KIWI 
in some parts of the world, they'd 
know how to appreciate their KIWI. 
People overseas certainly go for 
it in a big way !" 

** So do the folks here—I've diffi- 
culty in keeping up with demand 
at my store. KIWI not only pre- 
serves the leather, and helps 
good shoes to last longer, but 
gives a fellow a really swell shine 
as well!” 

** Too true, as they say in Australia. 
You can't beat KIWI!" 
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out The Year. 


In Esquire — The Magazine of Men’s Fashions 

In Pic — The Magazine for Young Men 

In Newsweek — The Magazine of 
News Significance 

And in The Nation’s leading 

Newspapers Coast to Coast 


Etonic Tofler Last 
Finest Fit in Footwear 


tonic Quality is backed by unique 
Etonic Service. Etonic dealers can rely upon prompt ship- 
ments of many styles from stock. They can keep sized-up, week 
by week, to meet all fitting requirements — on minimum inventory 
investment. Etonic Styles start in the popular $10.00 retail 
price range. Etonic Quality, Service, and point-of- 
sale promotion mean active, profitable turnover. 


ELONIC= 


MADE AT BROCKTON, MASSACHUSETTS BY CHARLES A. EATON - FINE BOOTMAKERS SINCE 1876 


122 Boot and Shoe Recorder 


Etonic National Advertising is Style News Through- 
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In shoes—as in shanks—fit is foremost. 
When you buy United Shanks, you can 
select the type that correctly fits the shoe bot- 
tom. You can be sure of shanks that are 
precision fitted to your run of lasts... and 


always uniform in bend and temper. 











VITA-TEMPERED 
STEEL SHANKS 


@ Are tough, hard, uniform 





@ fit like master models 
@ clean, ready to use 


@ provide even balanced tread 





UNITED SHOE MACHINERY CORPORATION 


140 FEDERAL STREET, BOSTON, MASS. 








Younes MEN do aof exist on lollipops alone. Some kids get 
a kick out of a slick, new sport coat, others cling to the old rough and tough turtleneck 
sweater tradition. But, they all thrill to a brand new pair of shoes, particularly 
Gerberichs. And, why not? Everything that could be put into shoes to please a real boy's 
eye, you'll find in Gerberichs and Gerberich-Payne's Official Boy Scout Shoes. Boys go for 
their rugged good looks . . . Mothers like the way they stand hard knocks, wear longer 


and look better. 


Offices: New York, Marbridge Building, Se 
Room 405 e Los Angeles, 219 West Gerbersch 


7th St., Haas Building, Room 919 ¢ 


Phila., Lafayette Building, Room 1025 | 
MOUNT JOY, PENNSYLVANIA - Payne Ghee ¢ >. 
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